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Chie Caller The Wise 


Smart dealers inventory Glenwood 
cab by K en Kompact for the 
same reasons sharp builders call for 
them in their housing 
i cabinets have classic 
j an abuse- 
ces them easy 


Glenwc 


styling, walnut tones 


nt finish. That 


are delivered 
lers, that means 
delivery \ mers want it 
Glenwood cabinets are modestly 
priced. For dealers, that means a full 
mark-up and high profits 
t you call for Glenwo 
binets? Look in the Yellow Pages 
e distributor nearest you, Or 
Kitchen Kompact, Inc., KK Plaza 
onville, Ind. 47130 
e wise thing to do 
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Central Cleaning System 


People want their homes to be beautiful, practical and 
complete with every time-saving, built-in convenience. 
Now, more than ever, they could also use a little 
peace and quiet. Fulfill all these needs by installing the 
whisper-quiet NuTone Central Cleaning System. 
Building a house that’s casy to care for is a powerful 
way to turn a home shopper into a home owner. 
What could be more basic than that? 


The Powerful Hard Sell 


NuTone Central Cleaning offers these 
consumer benefits for your homes 


} Ends household noise pollution. Question: it’s the n 
ninth inning of the final game of the World Series. t+ 
She turns on the vacuum. What reaction does j i 
she get from her husband the sports fan? An- 
swer: none. He won't even notice. That’s 5 ways to clean up 
how quiet NuTone Central Cleaning is! NuTone Central Clean 
ing's five attachment 
make floors, carpets 
upholstery, crevices| 
everything comq 
clean easily an 
efficiently| 
Rotary control of 
hose handle regulate 
suction. After clean 
ing, pop them into thq 
handy storage cadd 
and pop it away ou 
of sight| 


Takes a big load off her 
shoulders. What's a nice girl like 
you doing lugging a heavy motor 
like that? With NuTone Central 
Cleaning, vacuuming is never a drag. 
The powerful motor stays put... away 

^. from the action — in the basement, 
utility room or even a closet (so does 
the noise). All you lift is a light- 
weight 25 ft. hose and wand. 


X 


New motorized rug tool. Meet the ultimate 
“dirtbuster”. . . NuTone's new, motorized 
rug tool. It beats the fight out of even 


deeply imbedded dirt, then whisks it / 
up, up and away. All carpets, even 
shags, will look new years longer. / 


SS 4 


Outpowers the ordinary. Your 
average vacuum cleaner is 
simply no match for the 
hidden power behind the 
NuTone Central Cleaning 
System. Big 2 hp motor is 
cleverly located far from family living. 
The air stays cleaner because all that 
dirt and dust are trapped by two filters 
here. Not in the room being cleaned. 
Goodbye “after-vacuum dust-up." 
Soilbag needs changing only 2 or 


three times a year... and it's 
a "white glove" operation. — 


hose into the closest inlet and whoosh, 
it's on! Nasty old dirt goes out of her 
life . . . into the big soil bag. 


Build this powerful sales aid into your homes. For 
the name of your nearby NuTone distributor. DIAL 
FREE — 800/543-8687 in the continental U.S. 
except in Ohio call 800/582-2030. In Canada, write 
NuTone Electrical, 2 St. Lawrence Ave., Toronto. 


Nulone Housing Products 


Installation is 
breeze. A NuTo 
Central Cleaning Syste 
never met a floor plan it couldn 
adapt to. Simple to install in new 
existing homes. As few as 3 or 4 inlets 
as many as you like. Just place them convenient! 
in walls or floors and put every corner of the house withi 
cleaning reach of the 25 ft. hos 


Madison and Red Bank Roads, Cincinnati, Ohio 45227 


Dept. HH-5. Form 5, Printed in U.S.A 


[DITOR 
phn F. Goldsmith 


|ANAGING EDITOR 
ell C. Huntoon Jr. 


NIOR EDITORS 
dwin W. Rochon 
I. Clarke Wells, Western Editorial Office 


SOCIATE EDITORS 
Natalie Gerardi 
ise Platt 
ichael J. Robinson 
arold Seneker 
e R. Vollman 


RT STAFF 

bseph Davis, director 

ristine Hafner Wong, assistant 
n V. White, consultant 

Dyck Fledderus, illustration 


DITORIAL ASSISTANTS 

arbara Behrens Gers 
onstance S. Russell 
ary Sarlo 


OARD OF CONTRIBUTORS 
enneth D. Campbell 
arole Eichen 

ed Gobar 
dward N. Kelley 
obert Mylod 
phn Rahenkamp 

ard L. Wolffe 


ONSULTING ECONOMIST 
orge A. Christie 


(CGRAW-HILL WORLD NEWS 
ph Schulz, director 

0 domestic and 

hternational news bureaus 


DVERTISING SALES MANAGER 
bhn S. Renouard 


SINESS MANAGER 
ito De Stefano 


ARKETING SERVICES MANAGER 
enry G. Hardwick 


IRCULATION MANAGER 
bseph D. Holbrook 


[/BLISHER 
lake Hughes 


ABP ® e 


louse and Home, May 1976, Vol. 49, No. 5, Pub- 
d monthly by McGraw-Hill Inc. Founder: James 
. McGraw (1860-1948), Subscription rates, U.S. and 
pssessions, Canada and Mexico . . . for individuals 
ithin circulation specifications, $14 per year, for 
thers, $24 per year. All other countries, $36 per year 
gle copy, if available, $2. The publisher reserves 
he right to accept or reject any subscription. Please 
low four to twelve weeks for shipment. 
ecutive, Editorial, Circulation, and Advertising of- 
s$: McGraw-Hill, 1221 Avenue of the Americas, 
ew York, N.Y. 10020. Telephone: 997-4872. Sec- 
nd class postage paid at New York, N.Y. and at addi- 
onal mailing offices. Published at 1221 Avenue of 
pe Americas, New York, N.Y. 10020. Title? in U.S. 
tent Office. Copyright? 1976 by McGraw-Hill Inc. 
rights reserved. The contents of this publication 
y not be reproduced either in whole or in part 
ithout consent of copyright owner. 
fficers of McGraw-Hill Publications Company: 
ordon L. Jones, president; Paul F. McPherson, exec- 
tive vice president; J. Elton Tuohig, executive vice 
sident, administration; Gene W. Simpson, group 
blisher—vice president; senior vice presidents: 
alph Blackburn, circulation; John B. Hoglund, con- 
oller; David G. Jensen, manufacturing; James E. 
oddorf, planning & development; Ralph R. Schulz, 
Hitorial; Edward E. Schirmer, marketing adminis- 
ation. 
fficers of the Corporation: Shelton Fisher, chair- 
han of the board; Harold W. McGraw Jr., president 
d chief executive officer; Robert N. Landes, senior 
ce president and secretary; Ralph J. Webb, trea- 
rer. 


[his issue of House & Home is published in national 
hid separate editions 


ttmaster: Please send form 3579 to Fulfillment 
anager, House & Home, P.O. Box 430, Hightstown, 
J..08520. 


Ue —— ee 


HouseaHome 


McGraw-Hill’s magazine of housing and light construction 


Volume 49 Number 5/May 1976 


FEATURES 


51 CONDO REPORT: A sick market perks up 

54 New condos fill a big hole in the market 

60 Redesigned condos capture a missed market 

68 Secondhand condos in the resale market 

70 How come this new apartment project is making out? 
76 Homes for Better Living Award winners 1976 

78 Survival formula for multiregionals: Get lean and local 


NEWS 


5 The candidates tell what they would do for housing 
9 A look at FHA's Section 8 to date: a record of non-performance 
9 Continental Mortgage files nation’s third largest bankruptcy 
12 Californians launch drive to repeal Coal Conservation Act 
16 The orginal Levitt company gets one more chance at a comeback 
19 Chicago begins to lose its high-rise builders 
24 FHA begins offering co-insurance on single-family loans . . . 
24 ...and the FHA ceiling drops to 8% % 
24 Fox & Jacobs records a 100 million-dollar year in Dallas 
28 Builders on the move: promotions and appointments 
32 Memo to apartment owners: It needn't cost a lot to save a watt 
36 For $1.37 a sq. ft., a loser becomes a viable commercial property 
38 New York City building hits a new low 
43 Florida condominium owners sue developer and town 


DEPARTMENTS 


22 The mortgage scene: Rates take the big turn downward 
30 Housing stocks prices 
44 The money scene: A blueprint for getting apartments built 
46 So you say: Builder asks for help in selling the variable-rate mortgage 
83 Readers service card 
87 New products: Tub enclosure and insulating skylight are featured 
96 Classified 
118 Literature 
120 Advertisers index 


rs !j Cover/Cape Crossroads [see page 60) 

. Design: Joseph Davis 

Hi t Drawing: J. Dyck Fledderus 

Photo Credits for pages 76 and 77 Custom-house winners: David Franzen; Robert Lautman; Cervin Robinson; Merg 
Ross; Joshua Freiwald; Christian Staub; Jim Ball & Fred Lyon; George Cserna. Production-housing winners: Lance 


Gardner Biesele; Jeremiah Bragstad; Lance Gardner Biesele; Martin Tornallyay; Martin Tornallyay; Joshua Freiwald; 
Mak Takahaski; Rick Alexander; Neil Koppes 


2 ON READER SERVICE CARD 


H&H may 1976 3 


Sonora 


OLD IRON BRUSHED 


Levers offer a 
“natural grasp” ease of 
operation and a horizontal 
design element for both 
modern and traditional 
doors. Schlage on any door 


- means you have chosen 
Georgian the lock that lasts. Dover 
ANTIQUE BRASS ANTIQUE BRONZE 


A touch of period p— Reminiscent of hand- 
authenticity shows in Li wrought craftsmanship, 
this traditional Colonial £g a , : E an adaptation from our 
design. Schlage on any handcrafted collection. 
Schlage on any door 
means you have 
chosen quality. 


door means you have 
chosen security. 


Residential Schlage 


Portola Security out front... 
care means 


A revival of the e 
romantic period of CN qualit V 


classic design. Schlage 


UN 
- E [LJ 
on any door means you A inside! 
| LJ 


have chosen beauty. 


Today's prospective buyers 
are looking harder at details, 
questioning quality and expect- 
ing reassurance as to the wisdom 
of their investment. Schlage 
Locks are an inescapable clue 
ary finishes. A Schlage - the quality of materials and 
deadbolt on any door craftsmanship in any home. 


means you have taken SCH LAGE 
extra security 


THE WORLD'S MOST RESPECTED NAME IN LO! 


High security 
deadbolts are available 
in matching or complement- 


precautions. ugs cafe AD 
San Francisco, California 94134 
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bo what about housing, 


you're looking for electrify- 

gly new housing programs 
om any of those many candi- 
ates for the Oval Office, forget 

. They haven't got any. 

But that doesn't mean they've 

] given up on the housing in- 

stry. Far from it. 

All the major Democratic 
ontenders, it turns out, are 

sting off varying combina- 
ons of those electrifying old 
Heas to house the middle class 
ind the poor, and to give home- 

ilding a shot in the arm. 

Roll call on housing. A survey 
paching into the campaign 
eadquarters of virtually every 
andidate found a lot of dif- 
brences among them, a few sur- 
rises and several ideas for new 
Pderal housing regulations. 

* Wallace, widely considered 


the hustings. 


1. Would you take the federal government further into 
housing, leave it about where it is, or pull it further out? 


All would take it further in. Jackson: ^I will make housing 
a key priority." He would establish a goal of 2.6 million units 
a year, using existing or dormant programs. Wallace: "I am very 
much concerned by the decision by Washington bureaucrats to 
drop housing as one of the national priorities." Carter, Harris and 
Udall want new or enlarged rehab programs. Carter and Harris 
also call for federal redlining laws; Harris would mandate more 
S&L investment in cities; Carter wants federal condo regulation; 
Jackson, Udall strongly advocate federal land-use controls. 


an ultraconservative, turns out 
to be one of the strongest advo- 
cates of subsidized housing on 


€ Carter, very much a main- 


Mr. Candidate? 


a major issue, wants a super- 
strong industry. 

è Harris would stimulate 
new housing too, but wants to 
tilt HUD further than most 
toward urban problems (he's 
ceased active campaigning). 

Outside the survey. On the 
Republican side, the Ford ad- 
ministration's record speaks for 
itself. Ronald Reagan, though 
approached repeatedly, declined 
to respond to the survey's eight 
questions on housing policy. 

Hubert Humphrey, a fully de- 
clared noncandidate, is also 
omitted here; his strong pro- 
subsidy, pro-production views 
are already widely known. 

Representative Morris Udall 
failed to respond, as did Senator 
Frank Church, but some of 
Udall's views are known. 


stream Democrat on housing 
subsidies, wants redlining and 
condo legislation. 

* Jackson, only contender to 
make a strong housing industry 


4. How would you reconcile the differences between envir- 
onmentalists and housing developers? 


Jackson is a noted environmentalist, and he introduced a 
land-use bill in the Senate last year. But he opposes no-growth 
policies. Udall is perhaps the leading proponent of federal land- 
use controls in the House. Harris supports federal land-use laws, 
argues that shift toward rehab from new housing would help slow 
the spread of "urban sprawl." Wallace supports environmental 
controls, but at local level “to avoid establishing another huge 
federal bureaucracy." Carter: "I see no incompatibility between 
economic progress and environmental quality." 


2. Do you propose—and if so, how do you propose—to 
encourage low-and moderate-income housing? 


Carter: “Public housing and subsidized housing are not dirty 
words. . . Assured state and federal financing and direct subsidies 
are essential. . . Section 202 (housing for the elderly) . . . must 
be expanded." He also would expand rehab efforts. Jackson 
would depend very heavily on mortgage-subsidy programs. He 
considers rent subsidies a useful stopgap, but is disappointed 
with the record of public housing. His 2.6-million-unit annual 
goal would include at least 600,000 subsidized units. Wallace 
emphasizes that he has "long believed in and supported" public 
housing for the very poor, also emphasizes public housing for the 
elderly. He would revive Sections 235 and 236 for low-income 
families, and greatly expand FHA-VA for moderate-income 
groups. He flatly opposes rent-supplement programs. Udall 
would fully fund existing programs, especially Section 202; in- 
crease aid to states and cities; and push rehab. Harris would 
overhaul and revive Sections 235 and 236, support rent-supple- 
ment programs, and release impounded Brooke-Cranston funds. 
He also would emphasize rehab work. 


5. Would you have federal authorities allocate credit to pro- 
tect such industries as housing? 


Wallace: "No." Carter: "We must provide for a steady supply 
of credit for the housing industry." Jackson would not flatly rule 
out direct allocation. Harris sees redlining laws as one means of 
allocating existing mortgage credit geographically. 


6. What bold new step—if any—would you take to restore 
prosperity to the housing industry? 


None of the candidates has proposed any really new depar- 
tures; instead, most want to pump more money into existing or 
dormant programs. 


7. Do you favor retaining Regulation Q to protect deposits 
at thrift institutions and regulations to keep the thrifts in mort- 
gage lending? 


Jackson and Wallace: “Yes.” Harris: “I see no apparent rea- 
son for change." Carter: “I favor a reexamination of Regulation 
Q and other such regulations." 


3. What should the housing responsibilities be of the federal 
government, the states and local government? 


Carter: “Federal government can establish criteria for allo- 
cating housing funds, identify unmet needs, set national tar- 
gets. . . . Local authorities [should] produce and maintain low-in- 
come housing." Jackson believes Washington should act as 
source of funds. State and local governments should define local 
needs in terms of quantity and type of housing. Wallace wants 
more federal funding but less central control: "I want to send 
the federal bureaucrats back home." 


8. Do you favor controls on the Federal Reserve to assure 
funding of social programs? If so, how then would you check 
inflation? 

Carter, in answering, did not speak directly of the Fed, but 
said he would check inflation by reducing federal deficits. Jack- 
son has been repeatedly critical of Fed policy, says he would 
"assure" easing of money supply. Wallace, also critical, would 
"study the Fed with view to overhauling it." Harris would “work 
to change the Federal Reserve Board's tight money policies.” He 
also spoke of appointing consumers to Fed board of governors. 


mE 
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Andersen Perma-Shield proves 


EVEN THE RICH 
CAN'T AFFORD 


POOR WINDOWS 


The Oak Brook Club, Oak Brook, Ill. 
Developer: American Growth Development 
Corporation, Oak Brook, Ill. 

Architect: Leitch /Kiyotoki/Bell & Assoc., 
Newport Beach, Calif. 


o 


The Oak Brook Club provides lavish, 
spacious condominium living in one of 
Chicago’s finest suburbs. 

Each unit is designed exclusively 
for upper income buyers no longer wanting 
the bother of maintaining a large home. 

That’s why snug-fitting Andersen® 
Perma-Shield® Windowsand Gliding Doors 
were specified. 

They’re designed for long lasting 
beauty, low maintenance and to save on 
owner heating bills. 

Because they’re made of wood, one 
of nature’s best insulators. And sheathed 
in rigid vinyl that doesn’t rust, pit or 
corrode. Doesn’t chip, peel or blister. 

Double-pane insulating glass offers 
a major part of the fuel-saving benefits of 
single-glazing with storm windows. And 
only half the glass cleaning chores. 

Perma-Shield Windows and Gliding 
Doors are also two times more weathertight 
than industry air-infiltration standards. 
To help seal out drafts and dust, help save 
on heating and cooling costs. 

And their solid, easy operation and 
secure locking connote the feeling of Oak 
Brook Club luxury and security. 

Perma-Shield Windows and Gliding 
Doors can do the same for your next 
building. 

For more details, call your Andersen 
Dealer or Distributor. He’s in the Yellow 
Pages under ‘‘Windows.” Or write us. 


The beautiful way to save fuel. 


Andersen Windowalls 
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MODULUS |! MAYFLOWER 


CLARION MONARCH 


SPEED CABINETS 


Quaker Maid's Four-Speed cabinet program puts your 
operation in high gear. Fast four-week production on four 
distinctive cabinet styles, Clarion, Monarch, Mayflower 
and Modulus Il, keeps things rolling smoothly. Beautiful 
pecan, cherry, or stately oak door styles are customized 
with a wide selection of gleaming hardware and Quaker 
Maid's entire selection of winning colors and woodtones. 
The "CUSTOM LIMITED" group is styled with all the qual- 
ity and durability Quaker Maid is noted for, competitively 
priced. Put your money on Quaker Maid Four-Speed and 
come across the finish line a winner! 


@uakermaio 


a TAPPAMGIVISION-Serving the heart of the home 
RT. 61, LEESPORT, PENNSYLVANIA 19533 215-926-3011 
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ind the 8 ball: The brilliant non-record of HUD’s proud Section 8 


ousing Secretary Carla Hills 
ells the housing subcommit- 
ees of Congress that the Ad- 
inistration’s housing policy is 
‘blending a construction strat- 
gy with a preservation strategy 
.. and I think it’s working." 
But HUD’s record for deliver- 
g on its promises to stimulate 
ousing production through its 
ubsidy programs shows a tor- 
ent of high projections and 


The department's record on 
he Section 8 leasing program— 
hich has switched more and 
ore toward the leasing of exist- 
ing housing—is questionable in 
iew of the total of 2,400 starts 
eported at the end of February, 
gainst a promise of 100,000 for 
is calendar year. 

Pledges. Undersecretary John 

. Rhinelander told a skeptical 
enate housing subcommittee 
in March that the Section 8 
rogram—the Administration's 
ride and joy—will soon begin 
“to move along quite rapidly." 

Earlier, during a House hear- 

ing, Rep. William Moorhead (D., 

a.) read a long list of adminis- 
tration promises, going back to 
President Nixon’s housing 
freeze of January 1973: 

* In September 1973, Pres- 
ident Nixon announced that 
HUD would approve the leasing 
of 100,000 housing units for 
[poor families under the so- 
called Section 23 program—the 
forerunner of Section 8. In Jan- 
uary 1974, the President's bud- 
get for fiscal 1975 estimated 
300,000 units of leased housing, 
including 225,000 in new con- 
struction. 

But by the end of December 
1974, only 7,000 units had been 
approved. 

* In President Ford’s first 
budget message in February 
1975, he estimated approval by 
June 30 of 200,000 leased hous- 
ing units for poor families, in- 
cluding 150,000 in newly con- 
structed apartments. 

And promises. On January 20, 
1975, $900 million was ap- 
proved for the proud, new Sec- 
tion 8 leased-housing progzam— 
and HUD estimated that by June 
30, 1975 leases would be ap- 
proved for 36,000 apartments in 
newly constructed buildings 
and for 55,000 units in existing 
apartment houses. 

President Ford's January 1975 


budget request for fiscal 1976 
proposed to push through leas- 
ing contracts for 300,000 units 
innew buildings, and 100,000 in 
existing buildings by June 30, 
1976. 

Ford's budget for fiscal 1977, 
released last January, proposed 
to assist 125,000 poor families 
through leased apartments in 
newly built buildings and 275,- 
000 in existing apartments. 

And performance. Senator 
William Proxmire, in an at- 
tempt to pin Secretary Hills 
down on this low-and-slow 
record on new construction, 
tossed out his own figures. They 


House's MOORHEAD 
He lists promises 


were obtained from HUD, and 
they showed that by the end of 
1975, only 1,318 Section 8 starts 
could be counted. 

All other programs brought 
the total starts to 37,276— 
including 14,284 that were far 
enough through the approval 
process in January 1973 to 
escape the Nixon freeze. 


Section 235. The record on the 
program for which the secretary 
is most fully responsible—the 
newly revised Section 235 pro- 
gram to subsidize home owner- 
ship among moderate-income 
families—is not impressive ei- 
ther. 

HUD’s projection last fall was 
that there would be "somewhat 
more than 250,000 starts over 
the next couple of years"—with 
100,000 coming during 1976 and 
the rest next year. 

But HUD's January budget 
document estimates only 33,- 
000 starts by the end of Sep- 
tember. That figure, if realized, 
would make it impossible to 
reach the 100,000 originally pro- 
jected for calendar 1976. 

Output in '75. At the end of 
1975, HUD's records showed 
only 454 units of Section 235 
housing were started under the 
new program. 

The entire HUD record for 
calendar 1975—which Mrs. 
Hills agrees was "a disastrous 
year for housing'—shows 37,- 
276 subsidized starts attrib- 


utable to HUD programs: 
Under Section  8—1,318 
starts. 

Under Section 235—454 
starts. 


Under public housing and 
some state projects—21,674 
units. 

Under the old and frozen Sec- 
tion 236  program—14,284 
starts. 

Bail-out dispute. A major 


Continental Mortgage takes Chapter 11 


The second-largest REIT, Conti- 
nental Mortgage Investors, has 
given up its protracted struggle 
to stay clear of the bankruptcy 
courts and filed for protection 
under Chapter 11 of the Federal 
Bankruptcy Act. 

Continental, second only to 
Chase Manhattan Mortgage and 
Realty Trust in size, said it was 
driven to the action because its 
103 lender banks could not agree 
on renegotiation of its loans. 
The trust listed bank debt of 
$508.3 million and senior long- 
term debt of $43.5 million; CMI 
was in default on all of it at the 
time of filing. 

CMI said that 25 of the banks 
had not agreed to the proposal, 
and that a hardcore group of five 
had made it clear that they 
weren't going to. 


The CMI bankruptcy was the 
country's third largest, ranking 
behind only the Penn Central 
and the W. T. Grant Co. It was 
larger than the Walter J. Kassuba 
bankruptcy in 1973. 

CMI's struggle included a 
credit renegotiation in the 
spring of 1975 reducing interest 
costs from 130% of the prime 
rate to 6.5% or the prime, 
whichever was lower. And last 
October the trust managed a 
huge asset swap, using proper- 
ties valued at $146 million 
(though many of them were 
nonearning) to reduce its bank 
debt. 

The trust's principal office is 
in Boston, but it operates out of 
Coral Gables, Fla. Federal Court 
in Boston is letting CMI operate 
as a debtor in possession. 


i 


source of controversy attending 
the use of Section 8 funds con- 
cerns the Administration’s 
plans to subsidize 110,000 fami- 
lies living in Section 236 proj- 
ects that are in financial straits. 

The net effect is to raise the 
amount of rent money the land- 
lord can collect each month, 
which in turn helps the project 
break even, which in turn helps 
HUD avoid foreclosure. 

Under the original subsidy, 
HUD pays all but the first 1% of 
the mortgage interest rate. 

The criticism from the Demo- 
crats in Congress is that the new 
Section 8 money is being di- 
verted to bail out old programs 
that are going broke. This helps 
HUD solve a financial problem 
but provides no new housing. 
Nor does it help additional poor 
families. 

Success story. The surest suc- 
cess of all the HUD programs is 
the direct-loan program for the 
elderly, Section 202—a program 
that President Nixon froze but 
that the courts reopened. 

Secretary Hills planned to an- 
nounce recently the winners 
among the 1,500 sponsors who 
applied for a slice of $375 mil- 
lion available for fiscal 1976 and 
another $375 million being 
asked for fiscal 1977. 

However, $115 million of the 
fiscal 1976 contracting author- 
ity is tied up in court suits. That 
leaves only about $260 million 
actually available—enough, the 
secretary says, to finance the 
start of about 16,000 units. 

The applications submitted, if 
all were approved, would call for 
200,000 units worth about $5 
billion. The winners, selected 
by Mrs. Hills and her aides in 
Washington, will be chosen 
only from those organizations 
that have a track record of suc- 
cessful operation under the pro- 
gram before the freeze. 

Plea for expansion. Senators, 
pointing out to Mrs. Hills that 
this most successful program 
has chalked up a record of al- 
most no defaults, urged her to 
seek more spending and lending 
authority to meet the need. 

Mrs. Hills replied that the low 
default rate stemmed from the 
“careful selection process” of 
picking sponsors. But because of 
budget considerations she 
would not be in favor of more 
"direct Treasury borrowing" to 
expand the program. | —DL. 
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Watch your houses move 
when you give people more 
than they expect. 


Present a place to prune, repot and mist. 
Cash in on the gardening boom. The 
Lancelot Model L 2421 sink makes an 
instant gardening center in utility 
room, garage or mud room. Large bowl 
and swivel spray makes working with 
plants a breeze. 


Create an entertainment center. 

Sure to please host or hostess. The Lancelot 
Model L 2511 sink is great in family room, 
rec room, Florida room, sunporch. Use 
removable wells for ice, bottles, 
trimmings. 
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Make the cook's job easier. 
From gourmet to water-boiler — all 
will appreciate being able to do 
many jobs at once. Swivel-spray 
the salad greens in one sink; 

rinse and drain the spaghetti in 
another; put the pot to soak in 

the third. The Lancelot Model 

L 4521 sink. 


Provide for a health spa in the bathroom. 
Everybody's health conscious today. Invest a little more 
b. and offer a Pulsation massaging shower instead of an 
ordinary hand shower — and you'll get back big dividends. 


Let Moen products help sell your 
houses. Use them where people expect 
them (like the kitchen and bath) to add 
a touch of quality. Or use them where 
people don't expect them to make new 
sales. But always, always, you'll get the 
same famous Moen quality, from the 
people who first gave you the single- 
handle faucet. All Moen faucets are 
equipped for automatic water/energy 
conservation. See your Moen man 
today for other ideas. Or contact Moen, 
a Division of Stanadyne, Elyria, 

Ohio 44035. 


There's only one. MOEN 
& 
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The campaign has united build- 
ers and a wide range of business 
and labor leaders. 

The builders are studying a 
plan to realign their associations 
to provide a united voice. The 
various associations would not 
change their internal organi- 
zations but would work to- 
gether under a full-time execu- 
tive director with a research 
staff and lobbyists. 

Meanwhile, volunteers in 40 
cities are launching a statewide 
campaign for an initiative to re- 
place the development-controll- 
ing California Coastal Zone 
Conservation Act of 1972. and 
put coastal planning back in the 
hands of local authorities. 

The force behind both moves 
is CEEED—the Council on En- 
vironment, Employment, Econ- 
omy and Development—a coali- 
tion of citizens, business and in- 
dustry executives, professional 
figures and labor leaders. The 
council says it is concerned 
about growth, land-use legisla- 
tion, property rights and the free 
enterprise system. It explains 
that its objective is to educate 
and inform, focusing attention 
on a need to balance environ- 
mental considerations with 
hard-fact economics. 

Builders as leaders. The coun- 
cil has 60 principal members in 
southern California. Among 
them are 33 of the state’s top- 
grossing homebuilders and on 
its 30-man board are the Butler 
Housing Co., Holstein Indus- 
tries, the Irvine Co., John D. 
Lusk & Son, PBS Corp., the Pres- 
ley Companies and Shapell In- 
dustries. Labor groups include 
the Orange County Central 
Labor Council (AFL-CIO), the 
Orange County Building and 
Construction Trades Council 
and carpenter, teamster and 
bricklayer groups. The National 
Electrical Contractors Assn. is a 
member, too. 

For four years Newport Beach- 
based CEEED has been prodding 
land users into the political 
arena, where they can push for 
a “sensible approach to 
growth." 

Says Executive Director Gil- 
bert W. Ferguson, a former Ir- 
vine vice president: "There was 
no overall state effort for what is 
an overall state problem. The 
safeguard groups are well organ- 
ized, their people well educated 
and articulate. Eveyone is better 


NEWS/ENVIRONMENT 
Californians launch broad drive to repeal Coastal Conservation Act 


organized than the building in- 
dustry. But we're out to change 
this," 

Economic issue. Ferguson 
says CEEED wants the eco- 
nomic side of the conservation 
picture presented along with the 
environmental issues. He is not 
anti-ecology, he emphasizes; he 
is just trying to create an aware- 
ness of the cost of the conserva- 
tion act and identify those seg- 
ments of the people that are 
going to pay. 

“We feel if the public knows 
the economic impact of what 
they are doing, if the politicians 
know, and they still persist, 
then that's democracy," Fergu- 
son explains. "They're going to 
have to live with it. 

"Fortunately, however, when 
we've been able to identify cost 
clearly in terms of rising prices 
of houses, increased taxation 
and the number of people who 
won't work, we've been able to 
modify or stop legislation that 
would be harmful." 

Strategy. Peter J. Remmel, ex- 
ecutive secretary-treasurer of 
the Orange County Central 
Labor Council (AFL-CIO] ex- 


oppose them before planning 
commissions and other agen- 
cies," he points out. "Unless 
consumers, taxpayers and 
workers join in a coalition to 
present the argument, it's never 
going to be credible." 

The court challenge to the 
city of Petaluma's curbs on 
building was defeated, says Fer- 
guson, because the building in- 
dustry "approached it in the tra- 
ditional hidebound way it 
always approaches problems. 
They sued Petaluma as builders. 
That never should have been 
done. We would sue in the name 
of blacks, Chicanos and poor 
people, not in the corporate 
image but as Petaluma's work- 
ing people." 

The repeal drive is also relying 
heavily on union volunteers. 

Decision due. The California 
coastal plan authorized by the 
1972 act has been developed by 
state and regional commissions 
while they've controlled devel- 
opment within 1,000 yards of 
the 1,010-mile coast through a 
permit system. 

The plan itself must be dealt 
with by December 31. The legis- 


Leader of campaign to repeal California's Coastal Conservation Act is Gil 
Ferguson, pictured here with his group's promotional posters. 


plains that, “understandably, 
individual politicians and busi- 
nessmen have been reluctant to 
speak out against a ‘mother- 
hood’ issue with plenty of politi- 
cal clout.” 

So, Gil Ferguson says, his 
council has tried to bring out 
women, retired people and col- 
lege students to join in advo- 
cacy. 

“Men representing builders 
are no match for women who 


lature is taking up a bill spon- 
sored by Senator Anthony C. 
Beilenson (D., Los Angeles) to 
implement key provisions of the 
plan. The measure would phase 
out the six regional commis- 
sions as local governments bring 
land-use plans into conformity 
with the state plan, but it would 
set up a permanent state com- 
mission to monitor develop- 
ment and hear appeals of local 
decisions. 


Petition drive. Getting th 
repeal initiative’s 317,000 signa 
tures by April 20, to make th 
November ballot, appeared nex] 
to impossible in mid-April. B 
even if the April 20 petitioy 
deadline was not met, CEEEIJ 
said, it would take advantage o 
the full five months permitte 
to get signatures, and it woul 
then force the repeal initiativ 
onto a later ballot. 

The signature drive began iy 
March. At the kickoff, Alfred 
Gray, executive secretary of th 
Building and  Constructioy 
Trades Council of Orang 
County, said that the Coasta 
Zone Act, although approved b 
voters as a citizen’s initiative 
was “put over on a sleeping pub 
lic. ^ 

"It was a snow job," Gray con 
tended. “We want to go back be 
fore the people and say, ‘Here’ 
what they've done. Now yo 
evaluate it.' If we don't drive 
stake in this monster's heart 
we're all going to suffer." 

Organization. The counci 
has helped set up 40 grassroot 
coalitions representing over 
million people. These are joined 
in the California Coordinatinj 
Council, with Ferguson as chai 
man. 

The  CEEED budget i 
$85,000, derived from annua 
membership dues and capita 
contributions. Individual mem 
bers pay $25, companies $15( 
and sponsors $500. Last yea: 
CEEED got $29,000 from thd 
Construction Industry Ad 
vancement Fund of Souther: 
California. The CIAF board ig 
appointed by the Associated 
General Contractors, the Build 
ing Industry Association and thg 
Engineering and Grading Con 
stractors Association. 

Builder cooperation. It wag 
CEEED’s pitch to the builders 
organizations for financial back 
ing that moved them to form 4 
committee for a team effort. 

Heading the committee ig 
Paul Kiely of Kiely Corp., pres 
ident of BIA’s Orange chapter 
Before he leaves office next fall 
the group is expected to come up 
with recommendations for a co 
ordinated effort that will affect 
all primary builder association: 
in the state—those that no 
form the California Builder: 
Council. —BARBARA LAMB 

McGraw-Hill World News, 
Los Angeles 
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When this builder built his 
ream home, he wouldn't use anything but 
GAF Vanguard vinyl siding. 


A man who knows both sides of 
e siding story is builder Ron Gregory, 
Greenville, South Carolina. GAF 
anguard' vinyl siding has built such a 
ood reputation with him, he insisted 
using it on his own home. We 
eren't surprised, but we asked him 
hy. 
"|t goes up very easily, it's good- 
oking, and it's practically indestruc- 
ble," he answered. We asked him to 
e specific. 
"Those lightweight 12-foot panels 
ith their pre-formed nailing flanges 
d slots go up so fast, it’s hard to 
lieve. And there's no painting or fin- 


ishing —not even a touch-up. That saves 
time. Plus now, we have a choice of 6 
colors in 8' and double 4" clapboard, 
and 8” vertical with smooth or textured 
finish. So Vanguard vinyl siding seems 
to be a natural for builders." 

"Speaking as a homeowner, it 
stays looking good for years in the 
worst weather. That means no re-paint- 
ing. Scratches don't show either, since 
the color goes clear through. And, it 
can't rot or rust." 

"This siding does make a home 
easier to sell. | should know. l'm my 
own satisfied customer." 

Thank you, Mr. Gregory. 
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GAF Corporation 
Dept. HH56, Building Materials (RSI) 
140 West 51 St., New York, N.Y. 10020 


Please send me further information 


o 
Please have a representative cal 
TG 


NAME 


COMPANY 
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Kinkead metal doors . 
with service to match! 


Kinkead/KEWANEE Thermal Entrance 
Systems. Residential package includes steel 
clad door, wood frame, threshold, weather- 
stripping. Doors combine plastic foam, wood 
edges, galvanized steel skin. Complete 
freedom of design: glass lights, 

panel moldings, side lights. 

Fire rated doors available. 


Kinkead/KEWANEE Fire-rated-Systems. 

Commercial systems in all fire ratings up to 3-hour 
"A" label. Tested by UL and FM; accepted by all code 
authorities. Full flush or seamless designs in 20, 18 

or 16 gauge. Glass lights, louvers available. Rugged 
construction for high-frequency, high-impact. Doors a 
frames for all labeled and non-labeled requirements. 


——————— SE 


| complete range 


ther door makers are big on one type of door. 
NKEAD is big in selection of ALL kinds of metal 
ors! Our one-source, complete range means 
liability and savings for you. Write us or call 

12) 463-7800 for name of your KINKEAD 
stributor. See our catalogs in Sweet's 
"chitectural File Sec. 8.2. 


kead/KEWANEE Apartment Entry 
stems. Crafted with insulating plastic 
Bm, wood rails and stiles, and 
Ivanized steel skin. Steel frames for 
th masonry and drywall; fire-rated, 
und and dust sealed. Saddle or 
justable thresholds available. 
ptal flexibility of design. 


Kinkead/FLOAT-AWAY Closet Systems. 

Most complete line of steel bifold styles including 
elegant mirrored, deep-drawn, “‘wood-look” and 
louvered doors. All Float-Away? doors and matching 
shelves feature paint electro-deposited to steel. 


Industries 
Incorporated 


Subsidiary of United States Gypsum 
5860 N. Pulaski Road, Chicago, Ill. 60646, Dept. HH-56 
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Think what you might do if you 
were rebuilding Levitt and Sons 
and had all this to work with: 

€ The corporate name. 

€ A choice of executive tal- 
ent in the marketplace. 

è Carte blanche in shaping 
the company. 

e A $100-million-plus land 
bank from which to take what 
properties you choose. 

€ A source of money in vir- 
tually unlimited amounts. 

“ After four or five months (of 
managing Levitt and Sons} I be- 
came fascinated with its possi- 
bilities,” says Edward P. Eichler, 
the man who is in that happy 
position. 

Jumping the fence. Eichler 
took over day-to-day manage- 
ment of the troubled home- 
builder in January 1975, when 
control passed to Victor Pal- 
mieri & Co, the court-ap- 
pointed trustee. Eichler has 
since given up his former posi- 
tion as a managing principal for 
Palmieri and has thrown in his 
lot with Levitt and Sons. 

He is now president, and the 
company he is creating out of 
the near-chaos he found [H&H, 
Apr. '75]is very different in form 
from anything that came before 
in Levitt's troubled history. 

The new look. The change 
embodies a number of manage- 
ment concepts that are in the air 
these days, most of them spelled 
R-Y-A-N. 

"Ryan has not patented ... the 
ways they operate," observes 
John Koskinen, the Palmieri 
manager with line respon- 
sibility for Eichler's Levitt and 
Sons. Koskinen says that he and 
Eichler talked at some length 
with Chairman Malcolm Prine 
of Ryan last year. 

Now a miniature Ryan 
Homes is taking shape at the 
heart of Levitt and Sons, organ- 
ized around a components plant 
in Sicklerville, N.J. The plant 
will, in the Ryan manner, sup- 
ply wall panels, trusses and cabi- 
nets to Levitt projects in the 
Philadelphia and Washington, 
D.C. areas. (A former Ryan vice 
president, C.A. Besterman, is 
managing the factory on a con- 
sulting basis.) 

The division—the Mid-Atlan- 
tic region—will also imitate 
other Ryan methods: It will 
build from models when firm 
orders are in hand and, after it 
uses up its present overample 


CYRIL MORRIS 


inventory, will hold only mini- 
mal amounts of land. 

Mid-Atlantic will also start 
building this year in an area new 
to  Levitt—Richmond, Va. 
“Ryan has been successful in 
it," explains Eichler. 

No-change areas. Eichler is re- 
taining three other Levitt re- 
gions—Puerto Rico, Chicago 
and Paris. These will be run 
along traditional lines; Eichler 
does not believe they can be 
Ryanized. 


M ; 
Levitt’s NED EICHLER 
‘Fascinated with possibilities’ 


Together, all the continuing 
Levitt operations hada sales vol- 
ume of $50,411,000 in 1975. All 
the rest of the areas where Levitt 
and Sons had projects—Long Is- 
land, northern New Jersey, New 
England, Montreal, Detroit, 
Seattle, California, Denver, 
Phoenix, Atlanta, Florida—are 
being abandoned. 

Relative size. What is left will 
still be a moderately large 
builder. Koskinen figures it will 
have an asset base of $50 million 
or more and estimates 1976 vol- 
ume might reach 1200 to 1400 
starts. But at least eighteen com- 
panies had more starts than that 
last year. 

Cutbacks. The new company 
is thinking smaller in other 
ways too. Its new headquarters 
in Greenwich, Conn. is 70% 
smaller than the old. The com- 
pany has pared staff from 725 to 
396 and the count is still drop- 
ping; Levitt will rely on outside 
consultants as much as possible. 

Corporate Counsel Michael 
Belknap will use outside law 
firms in each of the company’s 
regions, where before each re- 
gion maintained its own in- 
house counsel. 

Bernard Norwitch, the direc- 
tor of marketing and design, has 
a marketing man for each re- 
gion, a staff assistant at head- 
quarters, and shares a secretary; 
in Bill Levitt's day, the company 


supported its own in-house ad 
agency for the marketing opera- 
tion, and a design staff that, by 
itself, numbered more than 60 
people. Harvey Rafofsky, one of 
the few pre-Eichler holdovers 
near the top, not only runs the 
mortgaging operations himself, 
but wears a second hat as sales 
director. 

Financial cuts. Last year's pre- 
tax loss was reduced to about 
$28.5 million. The figure was 
fattened considerably by fresh 
writeoffs, but it still falls short 
of the comparable 1974 figure of 
$64,813,000. 

Perhaps as important is a deal 
reached recently with corporate 
parent ITT, Eichler's almost un- 
limited source of money. The 
conglomerate has agreed to take 
over from Levitt a bundle of cor- 
porate debt, mortgage debt and 
land carried on the books at a 
total of about $114.5 million. 

Asset or liability? Theoret- 
ically the $57.5 million valua- 
tion on the land offsets the $57 
million in debt. But in fact the 
land is almost a heavier burden 
than the debt—it is what man- 
aging principal Koskinen deli- 
cately refers to as "passive 
assets." It includes such little 
goodies as a 2,234-acre parcel in 
Poolesville, Md. with a sewer 
moratorium on it likely to last 
another eight or ten years. Other 
parcels are equally unbuildable. 
It remains to be seen what, if 
anything, ITT will realize from 
such land. 

This move has come as a sur- 
prise to many observers. It re- 
quired the Justice Department's 
approval, since Levitt is subject 
to divestiture under a decree 
consented to by ITT in 1971. 
The Justice Department turned 
down a similar arrangement 
sought by William J. Levitt 
when he vainly tried to buy his 
company back from ITT in 
1973. 

The trustee has been enjoying 
another benefit from ITT's pres- 
ence: ITT takes Levitt and Sons 
losses into its books for its tax 
calculations, but has agreed to 
refund to Levitt and Sons—in 
cash—the tax benefits ITT re- 
ceives from doing that. In the 
fourth quarter last year, such 
payments totalled $11,136,000. 

People. Eichler feels that the 
sense of new beginnings, with 
new management and new 
headquarters, will boost morale. 


Levitt and Sons gets a last golden chance to return to glory 


(The company is even acquiring 
a new name: Levitt Corp., in 
stead of Levitt and Sons.) 

Psychology is one of his rea 
sons for going into Richmond 
this year. "We needed to let thd 
people still here know we won’ 
just be contracting forever." 

Talent scouting. A few i 
Eichler's management team ard 
drawn from the old Levitt and 
Sons: Rafofsky started there ag 
an accountant; Louis Sasshian is 
a five-year veteran now heading 
the Chicago region; and Diand 
Winne, a former secretary, is 
now director of personnel. (“Tha 
management here is in favor o 
advancement for women," shd 
says, with apparent gratifi 
cation.) 

But most come from Palmier 
& Co., or were recommended b 
Eichler's associates there. Ja 
Krinsky and Neil Crawford, co 
directors of the independent de 
velopment operation, Levitt 
Land |News, Oct. '75], were Pal 
mieri men. 

They recommended Curtis F 
Peterson, who is managing thq 
Mid-Atlantic region. 

Eichler knew Norwitch, whq 
was vice president of public rela 
tions for Reston, Va., and befor 
that an administrative assistant 
to Pennsylvania Senator Josep 
S. Clark. 

The top man. Eichler himself 
is the son of the pioneer buildey 
Joseph Eichler. He has been 
vice president in his father's 
company, a professor of urba 
economics at Berkeley and Stan 
ford University, vice president 
of both the now-defunct Kling 
beil Co. and of Reston, Va., and 
in charge of the bankrupt Pe 
Central's properties at Palmieri 
& Co. 

"| want to build a viable 
homebuilding company," hd 
says of his goals at Levitt, "big 
enough to afford decent caree 
opportunities for a modest num: 
ber of people. We won't care sa 
much about how big we are; 
we'll care about our return on| 
equity." 

Circumstance has given hi 
an ideal opportunity to sho 
what he can do on his own—and 
itis probably also the company's 
last chance. The court order that 
led him there directs him to 
create a viable homebuilder out 
of Levitt and Sons within the 
next few years—or liquidate it. 

—H.S, 
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Our textured hardboard siding is factory 
ES y primed. Which lets you cut costly on-site 


painting. Goes up faster, too, because panels 


L ABOR-CUTTING are straight and uniform. 
Temple hardboard siding is made from all 
wood fibers. Yet it won’t split or crack during 
TEXTURED SIDING. cutting or nailing. Warp resistant, too. No 


knotholes. 
And the rustic grain patterns give 


i outstanding beauty, regardless of the 
TEMPLE $ TEXTURED color or finish you apply. The beauty lasts, 
too, since there are no resins to bake out in 
the sun. 
H ARDBOARD SIDING. For more facts on the cost-cutting, 


labor-cutting textured siding, see your 
Temple dealer. Or write for our colorful 
building products catalog. 


TEMPLE INDUSTRIES 


Diboll, Texas 75941 
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How to keep a $37,000 house at $37,000. 


The time has come when you just can’t automat- savings from as few as 18 homes can offset your 
ically pass rising costs along to your customers. total investment including air compressor. 
They won't stand for it, and your competition Take a look at Paslode's line of nails and 
won't let you get by with it. The qe staples. There's a fastener for almost any applica- 
alternative is to do something — tion. And your Paslode dealer is 
about the cost of labor. That's *' an expert in helping you choose 
where Paslode can help. @ therightfastener and the right 
Paslode starts by providing tool for every job. Call him to do 
simple, durable power nailers and j a cost study on your nailing and 
staplers. Little can go wrong. Most | P stapling operations. He's part 
have only two working parts. ; of Paslode's exclusive network of 200 
They're light and well-balanced, i; stocking and servicing dealers who con- 
so there's less operator fatigue. ~ centrate on home builders and contractors. 
Large magazines mean less reload- $ Hison-sitefield service cansave youtimeand money. 
ing time. And when a few extra hours Paslode Company (Division of Signode), Dept. HH-2, 
of labor mean the difference between 8080 N. McCormick Blvd., Skokie, IL 60076. 
profit and loss, Paslode pays off. Labor In Canada, Paslode Canada Registered. 


(JPASLODE 
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S/ZONING 


icago’s developers and build- 
have fumed as increasingly 
gh fire codes and zoning ordi- 
ces have turned high-rise 
Itifamily construction into a 
ning nightmare. Now a 
rd impediment, known as 
a landmark status, has been 
ed, and many say that resi 
ntial high-rise in Chicago is 
t becoming a suburbs-only 
position 

case in point is the story of 
ce Bateman Craig, a promi- 
t Chicagoan and founder of 
eman School, the city’s most 
stigious private school (now 
sed). The school had been lo- 
ed for years on North Astor 
eet in the converted 98-room 


nsion of Cyrus McCormick 


rt vs. business. The man- 
m, constructed in 1892, was 
> only midwestern example of 

work of the architectural 
nt Stanford White, but Mrs. 
aig wanted it demolished 
ile there might have been po- 
y in the architecture, 
wed the mansion as a derelict 
t could no longer meet 


she 


ool fire codes 


n its place Mrs. Craig wanted 
igh-rise condominium. The 
d alone was worth $1 mil- 
n, and she reasoned that any 
h-rise at the exclusive Astor 


eet address would have 
jtimilion dollar 
ities. Which would have been 
' case until the city of Chi- 
o stepped into the picture 
t December and declared the 
irety of North Astor Street a 
ds-off landmark 

ew approach. The decision 
rked the first time the city 
1 designated an entire block 
its Gold Coast as landmark 
perty. It had been 
dmark orders on a building- 
building basis except for two 
as where zoning had already 
red high-rise development 
stor Street, however, had 
n zoned multifamily. Even 
ugh the city admired it for its 
ler & Sullivan, Frank Lloyd 
ight and Stanford White 
mes, the developers thought 
the street as prime develop- 
nt turf. Now all that has 
ed, and owners and devel- 
rs like Alice Craig are getting 
ew perspective. 

Wouldn't touch it.’ “The 
ool is costing Mrs. Craig 
,200 a month just to main- 


possi- 


issuing 


tain," said John J. Pikarski Jr., 
her attorney. "While the build- 
ing had great value before the 
landmark decision, it is now 
incapable of being developed 
and is worth nothing unless we 
can find someone who would 
want it as it is." 


"Some of these areas are also 
zoned for multifamily high- 
rises. 


Miss Fraser maintains that, 
while some homeowners feel 
that their rights are being vio- 
lated because the speculative 
value of their land has been 


The McCormick mansion, which Chicago refuses to let its owner convert 
and the high-rises that have already invaded the same Astor Street area 


Leonard 
vice president for Arthur Rub- 


Eisenberg, senior 
loff & Co., a developer, says 
that’s not likely 

"| wouldn't touch any prop- 
erty affected by landmark status 
with an 11-foot pole," he said 
"Even with the new lakefront 
zoning ordinances to control 
high-rises, there was still a pos- 
sibility of putting up new struc- 
tures in this area of Chicago 
Now landmark status has 
turned the whole market to ce- 
ment." 

More to come. Cement or not, 
the city predicts that Astor 
Street is just the first of prime 
property areas that will be pro- 
tected by landmark status. "We 
have perhaps a half dozen more 
under consideration for this 
year," said Terry Fraser, admin- 
istrative assistant for the Com- 
mission on Chicago Histori- 
cal Architectural Landmarks. 


wiped out with a jot of the pen, 
the ordinance still allows for po- 
tential development. "The ordi- 
nance says that, about 10 
months after an owner applies 
for a demolition permit, the city 
must either issue the permit or 
buy the premises," she said 

‘Without due process.’ Eisen- 
berg believes such an ordinance 
is ridiculous in that, to date, the 
city has made no provision for 
funding to back up its option to 
buy landmark properties. "They 
don't have the money," he said. 
"They have never acquired a 
landmark property except in one 
where federal and state 
funds were available because of 
historical importance. 

“This is the taking of private 
property without due process 
unless there is a way for the city 
to purchase these properties 
based on a real purchase agree- 
ment and the owner's decision 


case 


hicago, proud skyscraper city, losing its high-rise builders 


as to when he will sell. The city 
is forcing Owners to sustain 
empty buildings at the costs of 
thousands of dollars when they 
know they'll be demolished in 
the end anyway. What good is a 
landmark ordinance if you don’t 
implement it?" 

‘Development stops.’ Even 
though owners still can circum- 
vent the landmark ordinance by 
waiting the city out, Eisenberg 
says no developer or builder is 
interested in getting involved 
with the cost-plagued proper- 
ties. "The impact of all this is 
that development stops," he 
says. "You couldn't build or tear 


down an outhouse on Astor 
Street now without going 
through a tortuous process. 


When you freeze neighborhoods 
like this you create a disastrous 
economic environment. 

"The city is driving people 
into the suburbs and only paying 
lip service to bringing life back 
to the city. If they can't make 
money, then the builders and in- 
vestors go elsewhere." 

As for Alice Bateman Craig 
and the Bateman School, John 
Pikarski says his client feels she 
has been grievously injured by 
the city ordinance and is con- 
templating a court test of the en- 
tire landmark ruling. “The other 
strictures we can live with," 
said Pikarski, "but not the land- 
mark ordinance." 

—MIKE KOLBENSCHLAG 

McGraw-Hill News, Chicago 
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Gems 


Nailing down facts | 


It takes 50,000 nails to build a 


house—or used to. (Staples keep | 


taking over more of the action.) 

The nails range from %-inch 
finishing brads on up through 
3% -inchers (16d) used in framing 
and 4-inchers (20d) put to duty in 
sub-flooring. The lot is apt to 
cost a builder at least $130 at | 
bulk rates on today’s market. | 
That estimate comes from Steve 
Wilson, product manager for the 
Paslode Co. (Skokie, Ill.), which 
makes nailing machines 

Iron nails have almost always 
commanded a highly respectable 
price on these shores. They were 
particularly precious in colonial 
times, when Britain maintained 
a virtual monopoly on iron 
smelting. History reminds that 
colonists desirous of building 
new houses often burned down 
their old dwellings in order to 
salvage the nails 
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Summitville 


Extruded 


Ceramic Tile 
„goes everywhere 
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automatic garage door opener systems 
... by Alliance 


The garage door picker upper becomes the sales picker upper! 


A Genie in the garage tells potential home buyers a lot about you...and a lot 
about the house. It shows your concern for their comfort, convenience, and it 
says that you use nothing but the best when you build. Genie complies with all 
U.L. standards, and Genie offers Cryptar—the radio control system with 1440 
different frequencies. Genie has no belts or pulleys. Control units are solid 
state and comply with all FCC regulations. Choose from three decorator- 
designed models, all complete with automatic lighting, automatic reverse if the 
door contacts an obstruction while closing, external limit switches and thermal 
overload protection. Call your local Genie dealer for complete details. 


Opens the door. . turns on the light. . .closes the door. . .turns off the light 


©) The ALLIANCE Manufacturing Co., Inc., Alliance, Ohio 44601 
e 


A NORTH AMERICAN PHILIPS COMPANY 


Maker of the famous antenna rotator... Alliance Tenna-Rotor ' “TV's Better Color Getter!” 
"1975 The Alliance Mfg. Co 
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NEWS/MORTGAGING 


HUD now offering coinsurance on single-family house mortgages 


HUD is introducing mortgage 
coinsurance for its single-family 
housing programs. 

Under this innovation, the 
government and a mortgagee 
will split any loan loss during 
the first five years of a HUD-in- 
sured mortgage on a 90-10 basis. 

The program is being tested in 
HUD’s offices in San Francisco 
and Columbus, Ohio. After a 
trial period of perhaps six 
months the operation will prob- 
ably go nationwide. 

The purpose is twofold: to re- 
duce HUD’s paperwork load by 
turning appraisal and under- 
writing over to the lenders, and 
to give mortgagees an incentive 
to keep up the quality of their 
HUD-backed loan portfolios: 

FHA recovery? If the idea 
proves popular with lenders— 
HUD emphasizes that it will be 
strictly on a voluntary basis— 
coinsurance might just possibly 
play a role in reviving the mori- 
bund FHA. That agency has 
been languishing under the 
shadow of the massive mortgage 
scandals it encountered in the 
late 1960s and early 1970s. 

"Tt isn't being done with the 
major idea of reviving the FHA,” 
explains Daniel McHugh, a sen- 
ior program analyst at HUD, 
“but that is a hoped-for byprod- 
uct." 

Reasons for joining. As 
McHugh sees it, the lender has 
three incentives for sharing risk. 
One is faster service: he will 
bypass HUD's approval proce- 
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(1)5% onnew homes, 5^ % on existing. (2) FHA authority lapsed June 30, 1973; no rate to August 10. 


dures. (In times past, some HUD 
offices were very slow; process- 
ingcould take many weeks.) An- 
other reason is efficiency: it will 
cut down on the volume of 
paperwork passing between 
lender and agency. 

But the main incentive is 
money. The lender not only 
shares the risk but also the in- 
surance premium. His portion 
will be deposited in a reserve ac- 
count and his share of any losses 
will be charged against that. At 
the end of the five-year risk pe- 
riod, he gets his money. 

“Tt could be quite profitable to 
the mortgagee," says McHugh, 
“if his loan experience proves to 
be very good." 

Watchdogging. HUD is not 
eager for more scandals. The 


agency will require a partici- 
pating lender to go through a 
training course and demonstrate 
general competence. HUD will 
review all of his first 50 loan 


submissions and  spot-check 
thereafter. 
" And we'll watch the lender's 


reserve account," says McHugh. 
"We expect to be aware of any 
trouble very early in the game." 

There is skepticism among 
mortgage bankers about the pro- 
gram's merits. One critic is Jack 
Wise, executive vice president 
of Weyerhaeuser Mortgage Co. 
in Los Angeles. He notes that 
some lenders are wary of HUD's 
protestations that coinsurance 
will remain voluntary; they def- 
initely would not like it to be- 
come compulsory. 


"We're pessimistic.’ ‘We're 
not convinced that the risk 
we're being asked to take is off 
set by the return of income fro; 
the reserve pool in future years,’ 
Wise contends. 

“Some people who favor it 
think the processing speedup 
will give them a competitive 
edge. But we’re getting good pro: 
cessing out of HUD these days 
anyway—three to five days. 

"There may be some inj 
stances where it'll work out, but] 
we're pessimistic.” 

HUD, obviously, is optimis 
tic—but cautious. McHug 
steadfastly refuses to make an 
predictions. "All we can do i 
make it available to the [mort4 
gage industry], and see whethe 
they like it." —H.S. 


Fox & Jacobs records $100-million year on sales in Dallas and Houston 


Business is booming for the 
Southwest's biggest home- 
builder. 

Fox & Jacobs Inc. of Dallas has 
just set a new record in home- 
purchase contracts—more than 
$100 million in fiscal 1976 (Mar. 
31). That far exceeds F&J con- 
tracts for any previous fiscal 
year. 

Two weeks before the end of 
its fiscal year, Fox & Jacobs had 
recorded purchase contracts for 
3,200 homes compared with 
2,190 contracts recorded for all 
of fiscal 1975. 

David G. Fox, president of Fox 
& Jacobs, said that 1976 dollar 
volume was about 60% ahead of 
the $66 million in net contracts 
written in fiscal 1975, the com- 
pany’s previous record year. 

Price rise. Fox & Jacob’s pre- 
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vious record for number of home 
contracts was set in 1973, with 
a net of 2,286 single-family 
sales. Fox pointed out that the 
company’s average price per 
contract in fiscal 1976 was $31,- 
765 compared with $29,980 the 
previous year. 

Fox said F&J’s purchase back- 


log is 1,500 houses worth $45 
million. That compares with a 
backlog of 500 homes worth $15 
million a year ago. 

"In conjunction with the im- 
proved outlook for housing, F&] 
opened a number of new resi- 
dential neighborhoods during 
the year in Dallas, the com- 


Wright Patman dies; dean of Congress 


Representative Wright Patman 
(D., Tex.) died of pneumonia 
March 7 at Bethesda Naval Med- 
ical Center in Maryland. He was 
82. 

Patman had served in the 
House continuously since 1929 
and was dean of the Congress. 
He had been chairman of the 
House Committee on Banking, 
Currency and Housing since 
1963 before being ousted from 


that post in a revolt of the com- 
mittee's younger members last 
year. 

Patman was most widely 
known as the gadfly of the com- 
mercial banking industry, a role 
he seemed to relish. But his 
achievements also included an 
impressive list of financial- 
reform and housing legislation 
as well as a bravura performance 
as a defender of homebuyers. 


pany's major market," Fox said. 
“In addition, a year ago we had! 
just initiated operations in| 
Houston, whereas our market- 
ing inroads there were substan- 
tial during this past year." 

'Affordable' house. Last Oc- 
tober the company introduced a| 
line of "affordable" houses offer- 
ing 1,200 to 1,400 sq. ft. of living 
space priced from $20,950 to 
$26,500 [H&H, Feb. |. According 
to Dave Fox, the company sold 
600 in slightly more than four 
months, with some deliveries 
scheduled as late as September 
1976. He also reported a resur- 
gence of sales in the full range of 
moderately priced housing. 

Fox and Jacobs has been a sub- 
sidiary of Centex Corp. of Dallas 
since 1972. —LORRAINE SMITH 

McGraw-Hill News, Dallas 


ong-Bell cabinet ideas 
ove homes fast! 


And one of those ideas is 
Anniversary ™ 


Anniversary delivers at reasonable cost what 
you and your home-buying prospects are looking 
for in fine cabinetry: quality, value, and conveni- 
ences. All of which upgrades your kitchen and 
bath packages, helping you sell homes faster, 
whether you're building single or multi-family 
dwellings or remodeling 
Part of Anniversary's proven appeal is its 
blend of traditional warmth and contemporary 
flair. It's a combination for almost every taste 
You'll appreciate Anniversary's versatility, too. 
It's available in over 70 modular sizes, from 12 to 
48 inches. It's completely assembled and pre- e 
finished for easy installation from carton onto 
wall. Precision fit anywhere in the home. And our ^ 
network of eight regional cabinet operations helps 
assure quick delivery. 

Send the coupon today for the complete story ^ 
on Anniversary and our full line of cabinets and $9 
elegant bath vanities. Let Long-Bell cabinets help ^ 
you move homes fast. e 


^ 
^ 
$9 


Born — " 


$e O Please send me 
9 information on 
9 Anniversary and your 
9 Cabinet Kit showing 
$9 the other Long-Bell kitchen 
9 and vanity styles 
Please have a representative 
call 
rd : 

| plan to build 0-100 

over 250 units next year 
lama: O builder C 


100-250 


developer 
Other . 


9 
P —— 
^ Name. 


Firm. 
Address. 


State. EP, 


^ 
A INTERNATIONAL PAPER COMPANY 


P.O. Box 8411, Dept. 677, Portland, OR 97207 


The 101st anniversary of Long-Bell products serving America 


CIRCLE 25 ON READER SERVICE CARD 


The secret of making and furrows to let any new 
barnboard has been slipping project look like a native. - 
en A ` away since logs were hand- - In four natural colors that can 
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© season in the sun. ` price that can bring it home. 
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NEWS/PEOPLE 


This month’s Larwin man in the 
news is Gerold Holen, until re- 
cently a marketing vice pres- 
ident with the troubled builder. 
Holen joins U.S. Home in Clear- 
water, Fla. as marketing vice 
president. 

In California, the Mission 
Viejo Co. creates executive vice 
presidential spots for James G. 
Toepfer and James G. Gilleran. 
The company also moves G. H. 
(Jeff) Lodder up to senior vice 
president in charge of opera- 
tions. He’s been with the com- 
pany since its 1963 inception. 
Gilleran, who comes from 
parent Philip Morris, takes over 
finance and administration. 
Lodder, who joined Mission 
Viejo as a civil engineer in 1969, 
becomes its long-range planner. 

The company takes a certified 
environmentalist into the fold. 
He is Robert L. Baum, who was 
deputy assistant administrator 
for general enforcement for the 
federal Environmental Protec- 
tion Agency. The EPA liked his 
work so well that it gave him a 
gold medal. Now Baum, who 
has also practiced as a private 
lawyer, is director of environ- 
mental affairs at Mission Viejo. 

You can't accuse these execu- 
tives of not being company men: 
Toepfer, Gilleran and Lodder al- 
ready live in the new town of 
Mission Viejo, and Baum is 
moving there. 

But Mission Viejo also har- 
bors one fellow who is not only 
no company man; he's a com- 
petitor. He is Syd Carnine, who 
issettingup headquarters for his 
new homebuilding company, 
Syd Carnine Inc., in the Califor- 
nia town. One of his first proj- 
ects will be a 32.5-acre, 167- 
townhouse development over- 
looking Mission Viejo. 

Carnine, if the name sounds 
familiar, is immediate past pres- 
ident of the California Builders 
Council and has been an NAHB 
director for ten years. 

In nearby Newport Beach, 
meanwhile, the Irvine Co. ap- 
points Frank E. Hughes as pres- 
ident of its single-family unit, Ir- 
vine Pacific Development Co. 
Irvine Pacific spins off as a sepa- 
rate division from the residen- 
tial division. Hughes is replaced 
as head of the residential divi- 
sion, where his title was vice 
president, by Douglas M. 
Gfeller. Gfeller's new title is 
that of general manager, not vice 


Builders on the move: 


MissiON VIEJO’S BAUM 
Medalist switches sides 


... AND VAN DAAM 
The property manager 


president, but his function is de- 
veloping—he heads planning, 
zoning, site preparation and se- 
lection and guidance of mer- 


SENGRA's GRAHAM... AND PRESIDENTS RAWLS... 
Oversees presidents 


IRvINE’s HUGHES 
Running own show... 


A 


The parent president 


/' 


AND GFELLER 
.and moving up 


chant builders. 


Avco Community Developers 
(San Diego) names a new assist- 
ant vice president. Richard W. 


New chief for Coast Builders Conference; 
other associations nominate and promote 


The Pacific Coast Builders Con- 
ference (San Francisco] names 
Paul Opp of Sacramento as pres- 
ident. He replaces M. I. Har- 
desty, who has resigned. 

The Manufactured Housing 
Institute (Chantilly Va.) in- 
stalls Larry C. Davenport in the 
new post of senior vice pres- 
ident. He had been executive 
vice president of the mobile- 
home organization's south- 
eastern region. In his new spot 
he's second only to the MHI 
president, John M. Martin. 

The Institute of Real Estate 
Management, based in Chicago, 
is headed this year by Joseph L. 
Yousem of Los Angeles. The 
president-elect is Joseph T. 
Aveni, president of Hilltop 
Management Co., Cleveland. 


IREM's YousEM 
Managing the managers 


The National Association of 
Mutual Savings Banks nomi- 
nates officers for election at its 
annual conference in Phila- 
delphia May 16-19: For chair- 
man, Edwin J. McWilliams, 
president of the Fidelity Mutual 
Savings Bank in Spokane, 
Wash.; for vice chairman, Nor- 
wick R. Goodspeed, president of 
the $1.2-billion People's Savings 
Bank in Bridgeport, Conn.; and 
for treasurer, Vincent J. Quinn, 
chairman and chief executive 
officer of The Brooklyn Savings 
Bank. 

And finally, out on the Coast, 
the Western Wood Products 
Assn. installs Robert J. DeAr- 
mond as president. He is also 
president of the Pack River Co. 
in Spokane, Wash. 


et 
NAMSB's McWILLIAMS 
To be chairman for a year 


promotions and hirings coast-to-coast 


... AND BEEBE... 
The builder/developer 


Thorson now directs sales ¢ 
three new towns for the co 
pany instead of just one (Ranch 
Bernardo). 

Lincoln Property Co., based i 
Dallas, Tex., names a new ge 
eral manager for its northwest 
ern U.S. operation headquar 
tered in Bellevue, Wash. Davi 
K. Bromel moves up from hi| 
post as director of marketing. 

A promotion also takes plac 
at General Development Cory 
(Miami, Fla]. Tore DeBella 
who joined as a salesman i 
1971, is now director of nation: 
shelter sales. 

Sengra Development Corp 
with headquarters at its Mia 
Lakes development in Florida 
reorganizes and creates a prolif 
eration of presidents. It rename 
itself The Sengra Corp. Thi 
parent company’s president i 
Robert L. Rawls, the former se 
ior vice president and treasurey 
Michael Beebe, a general con 
tractor, comes in as president 
Miami Lakes Development, th 
builder/developer side of th 
new organization. David Vay 
Daam comes over from anothe 
company to be president o 
Miami Lakes Properties, thi 
property management arm. Wi 
liam A. Graham, the chairma 
and formerly lone president, bel 
comes chairman and chief exe 

R&B Development (Los An 
geles) is more modest—Larry 
Carlin rejoins after a 20-mont 
stint with his own marketing 
company, and his title is vicq 
president, not president, of mar 
keting. 

Andrew R. Mandala, publica 
tions editor for the Nationa 
Savings and Loan League i 
Washington, leaves to becomq 
editor-in-chief of Mortgagd 
Commentary Publications. Hq 
will edit five newsletters: Mort 
gage Commentary, Savings and 
Loan Reporter, M.B.S. Reports 
Secondary Market Reporter and 
Housing Legislation Report. 
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The only thing more beautiful 
than an ames Coming Tub/Shower is 


how it helps sell houses 


Beautiful bathrooms help make homes more 
saleable. So we've built super good looks 
into all of our Owens-Corning Fiberglas* 
Tub/Showers 

And our tub/showers are even more 
profitable because they cut installation costs 
They can go in any time after the framing 
is up. You don't have to hold up your con- 
struction for them 

Their four components even fit through 
a two-foot doorway. And our manufacturing 
process allows precision-molding to within 
one ten-thousandth of an inch. So they will 
fit together in a snap 

And with Owens-Corning Tub/Showers 
the cost of tile and grouting is eliminated 


Although your savings may vary, one builder 
Doug Dowd of the Dowd Development Corpo- 
ration in Wisconsin, has made over $11,500 
in labor savings in the last 16 months alone 

Unique extra feature: Owens-Corning 
Tub/Showers are the only ones with molded- 
in ribbed bottoms to give them the strength 
of a boat hull 

And our Owens-Corning Tub/Showers 
come in 4¥2-foot and 5-foot sizes. Our stall 
showers in 3-foot and 4-foot sizes 

For more information and free litera- 
ture, ask your Owens-Corning represent- 
ative or write: W.F. Meeks, Owens-Corning 
Fiberglas Corp., Fiberglas Tower. Toledo 
Ohio 43659 


Owens-Corning is Fiberglas 
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Housing stocks resume rally with builders leading the way 


Housing stocks have risen 
sharply again, resuming a rally 
that began with the new year 
but then ran flat. 

House & Home's index of 25 
issues representative of the 
housing industry rose to 197.60 
from 182.67 in the month end- 
ing April 5. 

The shares of homebuilding 
companies led the way, riding 
the crest of an accelerating re- 
covery in single-family house 
construction. Issues of the lend- 
ing and mobile-home compa- 
nies also rose, but land develop- 
ment shares fell back. 

Here's the graph of all 25 
stocks. 
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Here's how the stocks in the 
five divisions performed. 


Apr.75Mar.'76Apr.76 


Builders 157 185 213 
Land developers 99 113 107 
Mortgage cos. 205 229 234 
Mobile homes 45] 622 651 
S&Ls 101 121 143 

Ap.5 Chag. 

Bid/ Prev. 

Company dose Month 


BUILDING COMPANIES 

AVCO Comm. Devel—d PC 1 +t» 

American Cont Homes OT & - % 

American Urban Corp... OT % + M 

Bramalea Con. (Can)... TR 56 % 
E] 


Campanelli ind. OT 1% 

(New American Ind.) 
Capital Divers (Can)J-d OT % + ™% 
Cenvill Communities... AM 74 + ™% 
Cheezem Dev. Corp... OT 1 
Christiana Cos. AM O24 +u 
Cons. Bldg. (Can.) JT 259 + 2 
Dev. Corp. Amer. AM 8% +m 
Edwards Indus. OT 5% + 1% 
FPA Cop—d AM 4 LJ 
Carl Freeman Assoc OT 1% % 
Frouge Corp.—d OT 5 
General Builders AM 1% 
Homewood Corp. OT 7% +2 
Hunt Building Cor OT 2% - ^ 
Key Co—d AM 2% - ht 
Leisure Technology AM 3% + 1% 
Lennar Corp. NY 8% + 25 
McCarthy Co—d PC 1M 
McKeon Const AM 2% Ye 
H. Miller & Sons AM 10% +2 


Mitchell Energy & Dev... AM 234 + 2 
Oriole Homes Corp. AM 6% + 
Presidential Realty AM 3* 

Presley Cos.—d AM 20% + 7% 


Ap.5  Chng Ap.5  Chng. 
Bid/ Prev Bid/ Prev 
Company dose Month Company close Month 
Pulte Home Corp AM 4% h United Guaranty Corp... NY 12% + 1% 
Rossmoor . AM 3*5 % (formerly FMIC Corp.) 
Western Pac. Fin. Corp. OT 4 +1 
Ryland Gi OT 15% ™% (formerly So. Cal. 
Mort. & Loan Corp.) 
Standard Pacific AM BM + 26 
Universal House & REAL ESTATE INV. TRUSTS 
Dev —d PC v E Alison Mtg.—d. N 2 D 
eUS. Home Corp. ....... NY 94$ + "^ American Century AM 1% % 
Washington Homes...... OT 4 +h API Trust OT 3% Yq 
Del E. Webb NY 6% 1% (formerly Arlen Prop. Inv.) 
Westchester Corp—d... OT w +» Atico Mtg NY 2% - % 
Baird & Warner OT 6% 1 
SAVINGS & LOAN ASSNS. = xin Rity. a En -$ 
American å arnes Mtg. Inv. Ya Va 
eee CE ES Beneficial Standards Mig. AM 2 — - 1% 
oFar West Fin... NY 6h - te BT Mort Ew... NY 2 -m 
+ 1 Cameron Brown NY 2% 1 
a XV E E Capitol Mortgage SBI. NY 1% % 
Chase Manhattan NY 3 x 
Ci Mortgage Group—d.. NY 1% Ye 
First Lincoln Fin. OT 3% “ 
First S&L Shares AM 7% Citizens Mtg. —d AM 1 E 
First Surety OT 4% Citizens & So. Rity. NY 2% 2% 
First West Fin. OT % +% Cleve. Trust Rity. Inv... OT 2% Li 
Gibraltar Fin NY 16% + 3M ern de 2e e ^ 
m + N onn. General h 4 
nae. NC 95023 Vete cen id e MMC la 
Hawthorne "1 Diversified Mtg. Inv. NY 1% Ye 
Singer Cop. AY MA IM merde M. e ^ 
Transohio ! +% Fidelco Growth Inv. AM 3X 1 
don i hem B First Memphis Realty... OT 2% » 
United Fin. Cal NY 9% +14 First of Denver—d, ...... AM 28 
Wesco Fin. NY 15% + M First of Pennsylvania ... NY 2% V 
Franklin Realty AM 3*6 DL 
Fraser Mt oT 9 1 
MORTGAGING Gould Invesiors AM 3 Ma 
Great Amer. Mgmt. Inv.. NY = 
(Formerly Great Amer. 
Mtg. Inv.) 
Guardian Mtg. AM M % 
Gulf Mtg. & Realty AM 2*5 5s 
Hamilton Inv. OT 2% Ye 
Heitman Mtg. Investors. AM 1% 1 
Hubbard R. E. Inv. NY 14% +2 
ICM Realty AM 7 15% 
Mass Mutual Mtg. & Rity. NY 1158 Ys 
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Hedge that risk with GNMA futures. 


That's why you need to know about the industry's 
newest risk reduction tool. Talk with your broker, or 
write for our free 57-page booklet, "Hedging in GNMA 
Mortgage Interest Rate Futures." You'll find there's a 
reason we're the largest futures market in the world— 
and a constructive, growing force in the building 
industry. 


© ChicagoBoardof Trade 


Dept. GNMA, LaSalle at Jackson, Chicago, IL 60604 
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Could the cost of permanent financing 
turn your profit to a loss next year? 


Let's face it. Builders today aren't operating on much 
of a cushion. And a change in interest rates, forcing 
you to pay more to arrange permanent financing, can 
take out what little cushion there is. 


Ap.5  Chng Ap.5  Chng Ap.5  Chng Ap.5  Chng 
Coen = Prev. » E Bid Prev 7 Bid. Prev. - Bid. Prev. 
C y lose Month Company dose Month Company lose Month Company close Month 
Mission Inv, Trust—d. ... AM 1 %2 «Golden West... AM M +1% Guif Oil (Gulf Reston)... NY 24% TAa Dover Corp. NY 59 % 
(formerly Palomar) Mobile Home Ind. NY 6% + 1% Gulfstream Land & Dev. AM 6 Emerson Electric NY 37% ^ 
Mony Mig. Inv. NY 8 Sy Monarch Inc. OT 1% v Bel-Aire Homes) han Corp NY 26% % 
Mortgage Trust of Amer, NY 3% i «Redman Inc. ........... NY Se +1% INA Corp. (M. J. Brock) . NY 2M Fedders NY 9% + 1% 
National Mortgage Rex Noreco NY 2% + Inland Steel (Scholz) NY 2s Flintkote NY 20% + 1% 
Fund—d OT ^ + Wy International Basic Econ. OT “Me F Corp NY 16 1% 
Nationwide R.E. Inv. OT 4% % Town and Country AM 3% Ya International Paper NY 72% à neral Electric NY 53 >% 
(Galbreath Mtg. Inv. Zimmer Homes AM 11 + 3% Inter. Tel. & Tel. NY 287% h Goodrich NY 27% % 
North Amer, Mtg, Inv... NY 6% 1% Es — Leroy Corp —d OT 2 Hercules NY 344 34 
Northwest Mutual Life Brigadier Inc 005 Ludlow Corp. NY 8% ul Hobart Manufacturing .. NY 26% + 1% 
Mig. & Rity, NY 11% ^. Hodgson Houses—d Monogram NY 11% 1% NY 26% 1 
PNB Mig. Riy Inv NY 6% LT Liberty Homes % OT 10% 1M% NY 32% 2 
Penn. R. E. Inv. Tr AM 10% h Lindal Cedar Homes M Kaiser Aluminum NY 32% K] 
Property Capital AM 9% t% Nationwide Homes—h Ye Keene Corp. NY 7% Ms 
Realty income Tr—d.... AM 6% Ya Shelter Resources >% OT 4 Leigh Products AM 12% +2% 
Republic Mtg. Inv NY 2% a Swift Industries—d. National Homes NY 7 234 Masco Corp NY 29 35 
B. F. Saul REIT NY 3% K National Kinney AM 2 Me Masonite Corp NY 36% + 35 
Security Mtg. Inv. AM 1% ly Uris Bldg.) Maytag NY 36% 2% 
Stadium Realty Ti —d OT 2% " DIVERSIFIED COMPANIES NE! Corp—d OT ^ al Gypsum NY 16 + TU 
State Mutual SBI NY 1% va American Cyanamid NY 26" + 15 Perini Corp AM 6 ET Norris Industries. NY 35 5 
Sutro Mtg. NY 4% n Amer. Standard NY 26 35 Philip Mo ' 2% Overhead Door NY 9% M 
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(Larwin Realty & AVCO Corp NY 12 2% Republic Housing Corp. AM 2% +h PPG industries NY 48% 2% 
Mortgage Trust Bendix Corp NY 58% 1% Rouse OT 4 % Reynolds Metals NY 38 % 
US. Realty Inv. NY 2% 3 Boise Cascade NY 28» + % Anita Consol oT 7 t9 Rohm & Hass NY 62% 13% 
Wachovia Realty Inc..... NY 3% % Building & L Land T ech—d.0T  * » Robt. H. Grant Corp Ronson NY 5 % 
Wells Fargo Mortgage... NY 7 LI NY 7%! Va ) Inc NY 28% +1% Roper Corp NY 18% 5 
TR 495 co Realty) St. Regis Paper NY 444 4 
NY 1% NY 64% T4 Scovil Mfg, NY 17% + 1% 
LAND DEVELOPERS (Temple Industries) Sherwin Williams NY 36% 35 
*AMREP Cop... NY 2À - V NY 24 ` Titman Realty k 1% Skil Comp Meu. = 
Arvida Corp. OT 6% + (U.S. Plywood-Champion) Group Inc. Ja Slater Electric oT e 1% 
Crawford Corp. OT 4 Citizens Financial—d. AM 1 L7] UGI Corp K Stanley Works NY 30 5 | 
«Deltona Co... NY B= City Investing NY 11 D Weil-McLan 4 Tappan NY 10% | 
Fairfield Communities... OT  % terling Forest) Westinghouse 1⁄4 Thomas Industries NY 125 + 
aes et usins Properties OT 2% % (Coral Ridge Prop.) Triangle Pacific NY 11% Ya 
“orp OT 16% \% Weyerhaeuser NY 48% 5 U.S. Gypsum NY 24% +3 
Landmark Land Co AM 1% (Midwestern Fin, (Weyer Real Est. Co US. Steel NY Bie +2 
(Gulf State Land) Evans Products NY 85 7 Whittaker (Vector Corp) NY 5% Ya Wallace Murray NY 19 +2 
Land Resources OT 1 LT Ferro Corp. NY 33% % Wickes Corp. NY Jim Walter NY 43 + 2 
Major Realt OT % Ya First Gen. Resources—d OT % D Whirlpool C N 30 Wa 
MOBO OME a! First Pty. Inv. Corp... AM a - % SUPPLIERS ee a 
Sea Pines OT 2% 1% Forest City Ent AM 75 + % Armstro NY 32 LI AM—closing price American Stock Exchange. NY— 
Flagg Industries AM 2 L] Automated Bldg. Com... AM ul New York Stock Exchange. OT—over-the-counter 
rank Paxtor OT 11 à Bird OT 7% bid price. PC—Pacific Exchange. PH—Philadelphia | 
MOBILE HOMES & MODULES (Builders Ass Corp Black & NY y Stock Exchange. TR— o Stock micis 
INNEN Fuqua Corp N 9 1% Carrier NY stock newly added to table. d—not traded on date 
Conchemco 11% Georgia Pacific NY 534 34 Certain-teed NY quoted. h—adjusted for 25% stock dividend. «— 
De Rose Industries M 2! Glassrock Product: AM 4 Va Crane NY Computed in HOUSE & HOME's 25-stock value 
Peed ace ERO Great Southwes' OT 2 LI Dexter NY LI index. Source: Standard & Poor's, New York City. 
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ES Cabot's 
Z STAINS 


Why are stains often chosen over paints? 
Because wood and stains are made for each 
other . . . stains bring out the best in wood, 
blend naturally, beautifully into the setting. 
For the home shown here, the architects 
specified Cabot's Bleaching Oil to attain the 
weathered “driftwood” look . . . an effect 
heretofore found only in seacoast areas af- 
ter years of exposure to 
salt air, Cabot's Stains, 
in 87 unique colors, 
protect the wood, en- 
hance the grain, grow 
old gracefully, never 
crack, peel or blister 


One Union St., Dei 
Send color cards on Cabot's Stains 
Send Cabot handbook on Wood Stains 


Long Island home; Architects: Vernon and Jay Sears, Quogue, Long Island; vertical siding treated with Cabot products. 


"Cabot's Stains, the Original Stains and Standard for the Nation since 1877" —————— ÉÁ — 
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NEWS/ENERGY 


Memo to apartment owners: It neednt cost a lot to save a watt 


For example, a 42-unit building 
in Long Beach, Calif. cut its elec- 
tricity usage by 25% during a 
three-month period last sum- 
mer merely by: 

è Installing time clocks on 
garage security gates so they 
stay open during peak morning 
and evening traffic hours. 

* Reducing wattage of incan- 
descent lighting in halls. 

© Turning off electric saunas 
when they're not in use. 

The building is one of several 
tested as part of an energy-con- 
servation program conducted by 
IREM (Institute of Real Estate 
Management). The institute (an 
organization of CPMs, or Certi- 
fied Property Managers) spon- 
sored the program to learn how 
much energy could be saved in 
income-producing properties by 
upgrading maintenance proce- 
dures and changing some equip- 
ment. 

CPM Gary Holme of the Beau- 
mont Co., Los Angeles, who 
manages the Long Beach build- 
ing, also reduced electricity 
usage by 35% at two other build- 


ENERGY CONSERVATION TIPS FOR APARTMENT OWNERS 


GENERAL 


ings—the first with 47 units in 
Los Angeles, the second another 
42-unit building in Long Beach. 

In each, the saving was made 
by changing garage, ground and 
decorative lighting from incan- 
descent to fluorescent fixtures. 

“The switchover also cut our 
labor and materials costs, be- 
cause fluorescent bulbs burn 
longer," says Holme. “We ex- 
pect that the combined savings 
will pay for the new fixtures in 
under two years." 

Holme's success in reducing 
energy usage was duplicated by 
all the apartment CPMs who 
took part in IREM's test. They 
reported cuts in energy usage of 
from 5% to 35% during June, 
July and August, the period cov- 
ered by the test. 

“In each case the amount of 
energy saved was directly 
proportional to the number of 
conservation steps taken,” says 
Albert N. Justice, past president 
of IREM. 

For example, the smallest re- 
ported saving was at an upper- 
income Milton, Mass. building 


where CPM Shepard Brown of 
Hunneman & Co., Boston, re- 
duced public-hall lighting by 
half by eliminating some fix- 
tures and cutting wattage in 
others. 

“We couldn’t do other things 
like changing air-conditioning 
and heating temperatures be- 
cause our tenants are mainly el- 
derly people 70 to 95 years old," 
Brown says. 

Conversely, savings of from 
10% to 25% in electricity usage 
were made at a 12-story, 89-unit 
Kansas City co-op which: 

€ Raised public area temper- 
ature by 5? during the cooling 
season. 

* Raised chilled A/C water 
temperature by 4*. 

è Installed time clocks on 
bathroom and kitchen exhaust 
fans so they shut off between 
1:00 and 6:00 A.M. 

* Changed hall light bulbs 
from 75w to 40w. 

€ Replaced garage exhaust 
fans with units having more effi- 
cient motors and installed time 
clocks to cut operating time. 


@ Replaced air filters in 17 
apartment handling units 
four- rather than six-month i 
tervals. 

* Overhauled the building 
100-ton A/C unit. 

CPM William Halverhout q 
the William C. Haas Co. also rq 
ported that gas usage (for hea 
and hot water) was reduced i 
the same building by: 

* Reducing public hall te 
perature by 5*. 

e Installing new furnace co 
trols. 

* Installing auxiliary heater 
to make domestic hot water d 
ing the summer months. 

The energy-saving steps used 
at these and other buildings tha 
took part in the IREM test ard 
only a few of the suggestion 
contained in an IREM checklist| 
Some others are listed below. 

For a copy of the complet 
checklist—which also includes 
suggestions on saving energy i 
commercial buildings—write tq 
the Institute of Real Estate Man 
agement, 155 East Superior St. 
Chicago, Ill. 60611. 


Install new controls for out-of-date 
equipment and systems. 


When purchasing new dishwashers, air 
conditioners, etc., buy models with 
highest energy-efficiency ratings. 

In public laundry facilities, keep dryer 
lint filters clean. 


Review energy-conservation practices 
periodically with building staff. 


HEATING & AIR CONDITIONING 
Turn off or reduce heat in swimming 
pools. Reduce air conditioning or heat 
in vacant apartments. 


Determine a desirable temperature 
level and leave thermostat at that set- 


ting. 
Use hot-water heating system additives 
that assist in dissipating heat. 


Clean motors and pumps on heating 
systems and investigate the feasibility 
of a lower-wattage motor. 


Keep air filters clean. 


Make sure obstacles do not block regis- 
ters or outlets. 


In buildings with central heating and 
window air-conditioning units, cover or 


close floor or sidewall registers and low 
return grills during cooling season. 


Set thermostat for cooling no lower 
than 75° from May through September. 


Set thermostat for heating public areas 
no higher than 68° from October 
through April. 


Arrange for regular boiler maintenance 
to insure highest efficiency. 
Waterproof building foundation to re- 
duce heat loss. 

If possible, revamp heating system 
from master to individual thermo- 
stats—particularly in highrise build- 
ings. 

If master metering is used, consider 
switching to individual metering when 
estimates show a 20% to 25% saving 
from tenants paying for their own utili- 
ties. 


Investigate the advisability of installing 
a master control that regulates heat- 
ing/cooling demands according to out- 
door temperatures. 


INSULATION 


Install storm windows and doors or 
double-paned windows to reduce heat 
loss. 


Install weatherstripping, caulking, etc. 
to seal cracks around windows and 
doors. 


LIGHTIN 
To reduce electricity usage by 12% | 
while maintaining the same amount of 
light, replace two 60w bulbs with one 
100w bulb. 


Reduce public-hall lighting to a mini- 
mum safety level. 


Reduce exterior lighting in half by turn- 
ing off every other bulb. 


Repaint dark public areas—lobbies, 
halls, etc.—with light colors to increase 
reflected light. 


Consider replacing existing lighting 
with more energy-efficient sources— 
high pressure sodium vapor, metal ha- 
lide, etc. 


REFRIGERATION 
Keep refrigerator coil surfaces clean to 
provide maximum cooling. 


Ask tenants to defrost refrigerators 
when freezer compartment frost is 
about 1⁄4” thick. 


To reduce energy load, locate refrig- 
erators away from heating equipment 
and direct sunlight. 
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HEAR YE, HEAR YE! 


Masonite Corporation Offereth a 
Deuce-a-Door to Installeth Colonist’ 


DE "m E-A-DOOR 


CHICAGO, ILL 


ul 


MASONITE 


CORPORATION 


"COLONIS 


The Offer — lí ye be a professional builder, Masonite Corporation 

will payeth ye— directly — $2.00 for every Colonist faced door ye 

purchase — up to 50 doors. A deucedly good deal 

These Be The Limitations — The offer is limited to but one 

payment per builder. It covereth any one order for Colonist faced 

doors purchased and shipped to ye betwixt the 4th day of March, 

1976 and the 4th day of July 1976. We must receiveth your claim by 

August 15, 1976 in order to honoreth it 

How To Goeth About It— Ye phoneth: 800/447-4700* (Tis free 

of toll). We will tell ye where thy nearest bos door - is 

located. Later, having received thy Colonist doors, simply sendeth 

us proof of purchase — such as a copy of an invoice 

And What We Do In Return — We send ye a check. But forget 

ye not that Masonite Corporation will honoreth but one invoice from i 
a builder. If the invoice ye submit covereth one door, ye will be paid d 
$2.00. If it covereth 25 doors, ye will be paid $50.00. And should it 
covereth 50 doors, ye will be paid $100.00. Any amount over 50 
doors qualifyeth not. Simply put, the maximum payment to any 
builder is limited to $100.00. And we must receiveth your claim by b 
August 15, 1976 to honoreth it. Masonite Corporation, 29 North 


Wacker Drive, Chicago, Illinois 60606 


Colonist and Masonite are registered trademarks of Masonite Corporation 
Onn m 
800 447- 4 700 ® Colonist is the die formed, embossed hardboard 
MASONITE door face that exactly duplicates the look and feel 
*(In Illinois Phoneth: 800/322-4400) CORPORATION — of wood stile and rail 6 panel doors. 
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National 
Homes 


** We offer our 
customers a 
variety of 
architectural 
styles so we need 
a variety of light- 
ing styles. That's 
why we choose 
Thomas.?? 


"t To get the 
competitive edge, 
we rely on Thomas 
Lighting to provide 
us with the latest 
lighting styles and 
prompt service 
through their local 
distributors. ?7 


Crest 


Communitie 


'* A lot of items 
go into each of c 
homes so it's a 
real convenience 
to buy all our 
lighting, cabine 
and other produ 
from one good 
source-Thomas. 


an Pardee Wick 
omes Homes Homes 


We build a We build homes | YY We feel we 

ome for the from $27,000 to | have a reputation 
mes’ in many $80,000, so we | to live up to so 
ferent locations | need a lighting we use as many 
the United supplier with a nationally -known 
ates, so we need| wide variety of | products in our 
ppliers who products at every | homes as possible. 
ive national level. Like Products like 
stribution. Thomas. 77 Thomas Lighting. 77 
e Thomas. 77 


: Me gt : 1 For additional information and a free 
FC tf W o: | copy of the new Starlight Catalog, write: 


Sm 3 
m ES reer. So 
“iy INDUSTRIES INC 


ith} 
207 East Broadway 
Louisville, Kentucky 40202 
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NEWS/COMMERCIAL 


Exterior improvements of four-story 
office building (above) included a 
new finish—sand-toned acrylic— 
and solar control with reflective 
window film. Formerly open lobby 
was enclosed with glass walls and 
doors, carpeted and decorated with 
supergraphic (right). Trees, shrubs 
and white pebble ground cover 
dressed up lobby entrance (below). 


For $1.37 a sq. ft., 


Two months after refurbishing, 
a foreclosed Tampa, Fla. office 
building is breaking even and 
showing good prospects of pro- 
ducing a strong, positive cash 
flow. 

The 27,000-sq.-ft. building 
was completed in 1973. Nine- 
teen months later, Teachers In- 
surance and Annuity Assn. of 
America foreclosed on the mort- 
gage. Now Teachers has in- 
vested $37,200—or $1.37 a sq. 
ft.—to effect the turnaround. A 
large chunk of the funds—$10,- 
000—was used to complete the 
air-conditioning system (the 
two compressors had not been 
correctly installed). 

“Basic problems, which 
ranged from inadequate air con- 
ditioning to a shoddy exterior, 
kept the vacancy level at 50%,” 


a loser becomes a viable commercial property 


says Albert Justice, head of a 
local property management 
firm, who was first the receiver 
and then in charge of the turn- 
around program. "Now we are 
close to signing new leases that 
will raise occupancy to a profit- 
able level or cover debt service 
if Teachers sells the building." 

Justice’s program combined 
common sense and ideas that 
could be applied to other build- 
ings. 

Examples: 

e Water and sewer charges for 
a landscape sprinkling system 
were eliminated by sinking a 
well. The saving, $432 a year at 
current water and sewer rates, 
will pay for the well in 39 
months. "And if water and 
sewer charges keep on rising at 
their present rate, the savings 


7 MIA 


could be a lot larger," he says. 
€ Use of electricity for air 
conditioning was cut 40% by in- 
stalling compressor timers and 
applying solar control film on all 
windows. The timers, an obvi- 
ous omission by the original 
builder, prevented unnecessary 
operation of the cooling system. 
The tinted window film reduced 
the internal heat load and the 
demand on the building's two 
air conditioning compressors. 


ALBERT N. JUSTICE 


Fix-up budget: 
How turnaround money was spe! 
Air conditioninginstallation — $10,00 
Exterior painting 4,40 
Interior painting 

(restrooms, lobby, corridors) 1,71 
Vinyl wallcovering 

(corridors) 
Landscaping 
Well & sprinkler system 
Seal & stripe parking area 
Trash receptacles 
Recaulking window moldings 
Fire extinguishers 
Carpeting (first floor) 
Music system 
Water-treatment equipment 

& chemicals 
Lobby: 
Storefront 
Carpet 
HVAC 
Supergraphic 


1,62 


€ Security was tightened b 
enclosing the lobby, which wag 
formerly an open breezeway an 
a hangout for loiterers. Glass 
walls and doors were installed 
and the space was air condi 
tioned and decorated. Tota 
cost: $5,230. 

A new finish, sand-toned 
acrylic, was applied to exterio 
walls. It contrasts well with thd 
brownish solar window and thd 
bronze anodized  aluminu 
framing of the lobby glass. 

Justice also had to deal wit 
the usual problems in troubled 
buildings—frequent elevato 
breakdowns, leaking windows 
broken bathroom fixtures, poo 
janitorial service, etc. And, no 
surprisingly, he replaced most o 
the former suppliers and con 
tractors.—MICHAEL J. RoBINSO 
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Weldwood” Paneling has the largest and 


WHEN YOUR SPECIFICATIONS 
CALL FOR THE FINEST. 


WELDWOOD PANELING. 


finest collection of hardwood veneer 
plywood paneling in the world. 


At the \ 
Collectior 
Made v 


n the c 


able in the world. 


Accent walnut, oak, cherry and pecan 
have the relaxing look and feel of randomly 


spaced planking. 


W 


nile teak 


y top of our line is The Weldwood 
It’s ele 


hoicest hardwood 


ag new look of 


nly spaced boards. Light 


hickory and teak come in both 2-inch and 
4-inch versions. Walnut in the 4-inch 
version only. 

ll come with a finish that ensures its 
beauty is e 


paneling is made with beautifully grained 
real woods. Oak. Elm. Cherry. Hickory. 
nd walnut. 
its finish is long lasting also. 
ide Inn” line is made with 
woods chosen for their dramatic grains. 
atural swirls. And unusual knots. 
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hanced with the passing of time. 
Our Craftsman” line of hardwood veneer 


And it’s finished to highlight the unique 
quality of the wood 

Both Craftsman and Wayside Inn are 
given the same meticulous care in 
construction and finishing as the very best 
paneling in our line, The Weldwood 
Collection. 

TI st way to see the ran 
breadth of our Weldwood Pane 
zall your local U.S. Plywood Branch Office. 

Then we're convinced that whatever 
cations, you'll ask for 
Weldwood Paneling. 


> and 


gis to 


your spec 


U.S. Plywood 


ohampion Inte 
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functional beauty for spacious interiors 
Bi-Fold doors — the perfect way to visually 
enlarge a room and present a spacious appear- 
ance. These sturdy, smooth-gliding bi-fold doors 
offer noiseless, effortless operation. Unique 
advantages — fully opened closet & a back-to- 
front reflective view. Complete range of sizes — 
24" to 72” wide and 6'8” or 8' high. Write today. 


Bee E 
MIRROR COMPANY “SX 


Division of National Gypsum Company " 


PO Box 11067 * Memphis TN 38111 ¢ (901) 323-115 
Please, send me further information about the Bi-Fold doors. 


Name 


Company 


Address 


Dy co B pc 
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NEW YORK CITY 
HOUSING 


Builders' hopes are depressed in New York; these city builders and owner 
protest recent extension of rent controls, which add to their woes. Mauri 


Paprin, president of Associated Builders of New York, is at left. 


New York City's worst postwar year— 
and probably for any war back to 1812 


So you think your market 
looked bad last year? Don't talk 
to a New Yorker, or you'll find 
out what gloom really is. 

New York City builders took 
out permits to build 3,810 units 
in 1975. That is 14% fewer than 
the 5,347 they took out in 1932, 
at the nadir of the great depres- 
sion, when "the inevitable na- 
tional bankruptcy" was ex- 
pected momentarily 

Comparisons with more re- 
cent years also reflect a certain 
lack of optimism: Permits are 
down from the 15,743 issued in 
1974, and the recent peak of 
36,061 in 1972 


In fact, a check going back < 
far as 1921 found that only t 
war years 1943-45, when civi 
ian construction was virtuall 
nil, saw fewer Gotham permi 
than 1975. 

Figures for yet earlier perio 
are hard to come by, but Ne 
York enjoyed very rapid growt| 
through much of the nineteent 
century and into the twentieth 
So it is just conceivable that tl 
city’s homebuilders had few 
plans afoot in 1975 than in ar 
peacetime year since the con 
pletion of the Erie Canal firs 
put New York in the big timi 
in 1825. —H.§ 


$40-million Colorado land fraud alleged 


The Federal Trade Commission 
has just accused land developers 
in central and southern Colo- 
rado of cheating buyers out of 
$40 million by selling them vir- 
tually worthless home sites 

The regional FTC director in 
Denver, John Madden III, signed 
the commission complaint 
naming 16 corporations or indi- 
viduals. He said that all compa- 
nies cited had either cooperated 
with or were controlled by 
Bankers Life and Casualty Insur- 
ance Co. and its owner, John D. 
MacArthur. 

Lawyers for Bankers Life, 
based in Chicago, denied all of 
the FTC’s allegations. 

Sales tactics. The FTC con- 
tended that the developers and 
their agents lied to buyers by 
saying the purchases were good 


investments and that land va 
ues were rising faster than thos 
in more widely developed subd 
visions. 

The complaint said buye 
were told that lots were suitabl 
as home sites when they wer 
in fact, unsuitable because c 
the high cost of utilities and th 
low quality of the land. 

Hint of court test. The FTC’ 
complaint also said the deve 
opers did not tell buyers tha 
Bankers Life held superior mort 
gage rights to all land sold. Ma 
den said the FTC may go t 
court to seek redress from th| 
insurer, which he said had asset] 
of $700 million. 

About 150,000 acres of subd 
vided land are involved. 

—FRANK PITMA 
McGraw-Hill News, Denv: 


lorida condominium owners suing builder and licensing city 


A Florida city and builder find 
hemselves the codefendants in 
à lawsuit of considerable size: 
POO condominium owners seek- 

g $60 million in damages. 

The owners claim the city, 
Bunrise, was negligent in wrong- 

lly issuing certificates of 
bccupancy to the builder, Devel- 
ppment Corp. of America (based 
n Hollywood, Fla.], and in al- 
owing the owners to move into 
Hefective apartments. They 
laim the defects included 
mproperly anchored walls and 
racked masonry. They want 
b45 million from Sunrise. 

They also claim DCA illegally 
ept control of the condomin- 
um association despite a 
lorida law preventing such 
ontrol, allowed maintenance 
osts to inflate because of poor 

anagement, and failed to build 
h promised lake and pier. All 
hat adds up, they say, to $15 

illion in damages. 

Rec leases upheld. In an unre- 
ated case, the Florida Supreme 
ourt has upheld a lower-court 


ruling that 99-year condomin- 
ium maintenance contracts and 
recreation leases are not illegal 
under Florida’s Unfair and De- 
ceptive Trade Practices Act. 

Attorney General Robert 
Shevin had moved against Cen- 
vill Communities, developers of 
the Century Village develop- 
ments in West Palm Beach and 
Deerfield Beach, saying Cenvill 
unfairly forced residents to con- 
tinue paying for recreation facil- 
ities long after Cenvill had re- 
covered their cost. 

Escalator clauses. The same 
court has agreed to hear argu- 
ments on the constitutionality 
of cost-of-living escalation 
clauses in condo recreation 
leases and maintenance con- 
tracts. Such clauses were out- 
lawed last year by the Florida 
legislature, but the state’s lower 
courts have ruled that deals 
signed before the legislature’s 
action remain unaffected. Oral 
arguments are scheduled for 
June 3. 

Turnabout. When a condo 


builder and the owners associa- 
tion have a falling out, it’s usu- 
ally the association that opts for 
court action. But at The Hide- 
out, a recreational community 
in Wayne County, Pa., it’s the 
other way. 

Larwin Developments Inc., 
the builder, together with some 
of the owners, is opposing cer- 
tain bylaw changes and a threat 
by the association to raise the 
annual maintenance  assess- 
ment, which had originally been 
$75, to $243. 

Anti-bias case. A group called 
the Fair Housing Council of Ber- 
gen County has sued four mul- 
tiple listing services for Realtors 
in that New Jersey county 
across the Hudson River from 
New York. The group accuses 
them of fostering segregation by 
steering potential homebuyers 
into white or black neighbor- 
hoods. 

The Realtors deny steering, 
though the 1970 census found 
82% of the county's 24,000 
blacks living in three of its 70 


communities; 64 blacks living 
among the 37,000 residents of 
Fair Lawn, one of the other 67 
towns; seven blacks in the town 
of Lyndhurst (pop. 22,000], and 
none at all among the 18,000 
residents of North Arlington. 
Hartford appeal. Two of the 
seven Hartford, Conn. suburbs 
blocked off from HUD Commu- 
nity Development grants be- 
cause of inadequate provision 
for low-income housing [NEws, 
Mar.] plan to appeal the federal 
court decision. The appellants 
are East and West Hartford. 
Victory for HUD. A federal 
court in Philadelphia has re- 
fused to force HUD to file 
reports with Congress on mort- 
gage delinquency and foreclo- 
sure rates on a regional basis. 
The court ruled the plaintiff, 
known as the Committee for 
Full Employment, had no legal 
standing. An appeal is sought. 
The report requirement is for 
the purpose of keeping Congress 
informed and not to benefit the 
plaintiffs, the judge ruled. 


THE INSTANT GYM WITH BUILT IN PROFITS 


Marcy “now you see it, now you don’t” 
equipment opens new doorsto builders. 
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Marcy physical fitness products 
offer you a built-in competitive 
advantage. Give us as little as 
one square foot of floor space, 
we'll give your buyers - and you 
-a professional gym that profits 
you both. Our MACH I* Module 
(illustrated) offers 20 major 
weight exercises. Our Quad 
Pulley -over 100 fitness routines. 


Find out more about how to 

build in profits during the 
incredible fitness boom. Write 

for free builder plans today... 

and open your door to new profits. 


See us May 10-12 at the Apt. Builder/ 
Developer Cont., New Orleans, Booth 405. 


1736 Standard Ave 


Glendale, Calif. 91201 
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| THE MONEY SCENE 


To revive apartments: 
Not more dollars—more sense 


The economics of owning apartment build- 
ings has gone to hell in the last several years 
and it will now take more than fast pencil- 
work in Washington to get construction 
moving again. 

This warning refers specifically to Wash- 
ington’s decision to provide $3 billion at 
7⁄2% interest to revive starts in this hardest 
hit of housing sectors. 

That $3 billion may even get 200,000 to 
250,000 apartments started—at the expense 
of owners of millions of other apartments— 
particularly the builders and owners of units 
completed in the last two or three years. 
What's good for a relatively few apartment 
builders may be poison for apartment 
owners everywhere. 

Making numbers add up. Let's look at the 
numbers, because so much of what's being 
written about whether new apartments 
make economic sense today really doesn't 
make economic sense itself. Most commen- 
tary falls back on financial gimmicks—like 
the Tandem Plan's subsidized interest—to 
cover up basic economic imbalances that 
must be corrected before healthy apartment 
construction can begin again. 

To see what's happening, look very 
closely at three projects in the Washington 
area owned by the B.F. Saul REIT. I chose 
these three because the units were built in 
the late 1960s, they are under strong owner- 
ship and fairly complete financial results are 
available over a period of years. Saul has 
$15.97 million before depreciation invested 
in these three projects: 


Book 
Project Built Units Cost/unit 
Bethesda Park, Md. 1966 570 $12,475 
Yorktowne Square, Va. 1967 294 12422 
Telegraph Hill, Va. 1968 364 14,308 
1228 $13,005 
Total Average 


The projects are all low-rise, well located 
and well maintained. Their occupancy in 
the tight Washington market has averaged 
97-98% in the last few years. Bethesda Park 
has been under Maryland's rent-control law, 
which was supposed to provide pass- 
through of hard costs but hasn't seemed to 
work out that way in practice. The law now 
permits decontrol of units as they become 
vacant. The other two projects are under an 
informal agreement to limit increases to 
forestall rent-control laws. 

Cash-flow results. Here is Saul's cash flow 
on a unit basis over eight fiscal years (Sept. 
30). 

In the seven years following 1968, average 
rents at these three projects rose 56%, from 
$151.66 a unit in 1968 to $236.16 in 1975. 
Partial data suggests that expenses rose be- 
tween 80% and 100% during that time. 
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1968 1973 1974 1975 
Rents ....... . $(E)1,820 $2,530 $2,656 $2,834 
Operating 
costs before 
debt serv. NA NA 1509 1,94* 
Operating 
profit before 
debt serv. NA NA 1.147 1,040 
Return 
on book costs NA NA 88% 8.0% 


E-Estimated, using full-year rents from one project operat- 
ing for less than full year 

* Increased by major maintenance job at one project. About 
$1,600 normal. 


The rent lag. Two facts are clear: 1) operat- 
ing income before debt service has been lim- 
ited in recent years and 2) rents have not 
been rising fast enough to keep pace with 
expenses. 

At an 8% return on gross investment be- 
fore depreciation, the projects are unexcit- 
ing but solid investments. But any mortgage 
interest burden over 8% would result in neg- 
ative leverage to the REIT owner—i.e., the 
owner would be earning less for his riskier 
ownership position than the mortgage 
lender would earn in interest. Since these 
projects were financed in the days of 6%- 
range mortgages, they can carry their financ- 
ing and there is some leverage. But they 
could not be financed on such terms today. 

Today’s market. Which brings up what a 
new apartment builder could expect to do in 
competition. Saul estimates these same 
units would likely cost $18,500 to $20,000 
to duplicate in today's cost structure. Let's 
take the lower figure, which incidentally is 
about the national average for apartments. 
It might be possible to get a 942% mortgage 
with a 10.25% constant in today's market. 
In analyzing the economics, I apply the con- 
stant to the entire property to calculate a 
total return, which then would be divided 
between mortgage lender and owner. And 
let's assume that it will cost $1,600 a year 
to maintain these units, which is Saul's 
average normalized cost excluding any 
major maintenance items. Then the rent re- 
quired for a new unit would look like this: 
10.25% :0F $18,500. ................. .... $1,896 
Estimated expenses ................sss 

D pee 
Required monthly rent 


This means that new units would have to 
get 23% more rent compared to the $236 a 
month being collected for the older units. 
Or, put another way, a minimum 23% rent 
increase would be needed to induce new in- 
vestors to begin building again. 

And the 23% higher rents require that the 
builder/investor in the new units would 
have to put 25% equity into the deal, or 
about $4,625 per unit under a $13,875 first 


E 


mortgage at 75% of value. 

If, however, the builder wanted to mort: 
gage out—i.e. get a first mortgage largd 
enough to cover the $18,500 direct costs 
the units would have to be valued at $24,66 
for mortgage purposes to justify an $18,500 
loan at a 75% loan-to-value ratio. Then 4 
rent of $344 per month would be needed 
and new units would have to come to mar 
ket with rents about 46% higher than thd 
older competitors. 

Dangers of U.S. aid. All this tells us tha 
the HUD Tandem Plan offering at 742% 
subsidized mortgage rates may be good fo: 
the few builders able to use it but may bd 
very bad for apartment owners and prospec 
tive builders. It will keep a lid on rents and 
discourage building. 

This is so because the same $18,500 uni 
carrying a 7⁄2% FHA subsidized loan proba 
bly could be brought in to rent for abou 
$273 a month, or only 16% above the olde 
units—even allowing for 10% higher con 
struction costs under FHA. Tenants migh 
be willing to pay this 16% premium just td 
live in newer units—but owners of recen 
units, or potential new units, would be pe 
nalized because they could possibly coun 
on only a 16% rent increase when the trud 
economics call for 23% to 45% hikes. 

This analysis also suggests that tenant in: 
comes remain another major barrier to ne 
apartment building as long as apartmen 
managers say their tenants begin making 
other arrangements when rents go beyond 
20% to 25% of take-home pay. The tenant 
may double up, live with parents, or jus 
move to cheaper quarters when that poin 
is reached. At the $236-a-month rent o 
Saul's older units, this means that a $12,20( 
yearly take-home income is about thd 
lowest realistic pay for tenants. And thg 
$273 rent for new FHA units raises this ex 
pectable income by about $2,000 to $14,200 
The $291-a-month rent for units with ful 
25% equity brings income to about $15,100} 

What it takes. All this means that build 
ing new units in today’s market requires 
these conditions: 

e A good cash equity position very clos¢ 
to a full 25% under a 75% mortgage. Don’ 
expect to mortgage out. 

è Experience in building and managing 
apartments. 

Today’s lenders aren’t going to lend tq 
novices, and they aren't about to back pro 
without sound evidence that the marke 
will support proposed rents. That means 
you'll have to take a hard look at the under 
lying numbers before going ahead. 


Campbell is president of Audit Investmen 
Research Inc., New York City. 


Ou Can 


end on Frigidaire 
appliances because he 


sells them depends on you. 


One of the best reasons for 
‘you to add Frigidaire appliances 
to your kitchens? It's the man who 
sells them: your independent 
Frigidaire Builder Supplier. 

You'll be dealing with an 
independent bu 
yourself, who lives and works in 
your own community. He owes his 
loyalty and his success to pleasing 
you and serving your interests 
better. What's more, he's extremely 
knowledgeable about your 
business, because it's his business 
to serve you more than just 
appliances 

Many Frigidaire Builder 
Suppliers carry complementary 
product lines associated with new 
construction such as lumber 
millwork, plumbing and electrical 
supplies, supplementary appli- 
ances, kitchen cabinets and 
counter tops 

In addition, your Frigidaire 
Builder Supplier can perform all 


the services you might need in 
connection with purchase, delivery, 
nstallation and service accordin 

to your individual needs. It's easier, 
expensive and less time con- 
ing for him to make any last 

ute changes you might require. 
And he'll save you time, thanks 


jm 
i 


SU 
m 


your customers easy accessibility 


heir kitchens. What's more, his in- 
ventory is backed up by Frigidaire's 
sophisticated ordering and 
regional distribution system 
Best of all, your Frigidaire 
Builder Supplier offers you a full 
line of Frigidaire appliances with 
€ ly sixty-year-old reputation 
for quality and dependability that 
but complement yours 
) get all this and a lot more, 


dh, UAM 
WHEN 


Frigidaire, 300 Taylor St., 
Dayton, Ohio 45442 
Attn: Housing Industry Sales 


Please send me more - ' 
information about Frigidaire appliances 


Please have a Frigidaire Builder Supplier contact me. 


who 


GE Frigidaire. A Heritage of Quality Since 1918. 
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SO YOU SAY 


To the S&Ls: 
How about some sales help on VRM? 


It may be blasphemy but I suspect that, if 
the facts were known, we would discover 
that the variable-interest-rate concept is ex- 
periencing more than just a slight resistance 
in the marketplace. 

At Barclay Hollander we have more than 
one residential development with both 
fixed-rate and variable-rate mortgages 
(VRMs] available. Almost every buyer given 
the choice has opted for the fixed rate. 

And why not? Everything the average 
buyer has heard or read—from the so-called 
consumer advocate to his barber—tells him 
to beware of the evils of the VRM loan. And 
no one has made any effort to counter the 
objections by informing the public on the 
benefits of the variable interest rate. Instead, 
the savings and loan industry, as usual, has 
turned that job over to the poor real estate 
salesman (who is likely to be an 
emancipated housewife or retired colonel) 
and that’s just plain dumb. 

Unfortunately, that fact is not inconsis- 
tent with a lot of other aspects of the real 
estate transaction. The entire real estate in- 
dustry has woefully neglected its obliga- 
tions to inform the public—so much so that 
Congress recently made a bumbling attempt 
to force the process with the infamous Real 
Estate Settlement Procedures Act (RESPA). 
The act itself was a shining example of how 
little even Congress understands our in- 
dustry. 

Carrying ball for S&Ls. I sympathize with 
the poor real estate salesman who is ex- 
pected to sell the variable-interest loan 
while the savings and loan associations that 
are so intent on making such loans haven't 
done a damn thing to sell the concept them- 
selves. But that's not inconsistent either. 
The S&Ls haven't helped sell higher interest 
rates to the public. They haven't helped sell 
points and fees. They haven't helped sell the 
benefits of home ownership or long-term 
borrowing, and they've done precious little 
to sell the "after-tax" cost of borrowing. 

In short they've sold almost nothing. All 
of their advertising and promotional efforts 
are aimed at getting deposits. And they rely 
on the real estate salesman to cover the rest. 
So I suppose that it's only to be expected that 
when they introduce a revolutionary new 
concept in home loans, they again expect 
the real estate salesman to carry the ball for 
them. 

Invariably those lenders with whom we 
deal and who offer variable-rate mortgage 
loans come to us with a pitch like this: 
"We're preparing this really terrific pam- 


phlet that your salesmen can use," or 
“We're willing to tell your salesmen what 
VRM is all about so they'll really be able to 
sell it." 

"Tell the public.' My response is always, 
“Don’t tell me or my salesmen about it. Tell 
the public. They’re the people who are going 
to buy it. My salesmen are trained to sell 
houses, not financial concepts!" 

The fact is, the last thing any good sales- 
man wants is to get bogged down with a 
complex financial concept. He is trying 
desperately to interest a buyer in the emo- 
tional side of home ownership, not the eco- 
nomics. 

The benefits of owning the home are get- 
ting lost in all the legal and financial dog- 
gerel imposed by the government and the 
lending agencies. The salesman must first 
explain the nightmares of the Department 
of Real Estate’s public report. He has the 
thrill of explaining why interest rates are so 
high and then he gets to debate the chances 


With this issue, House & HOME ies. | 
duces “So You Say,” a new column of | 
reader opinion on any and all subjects re- | 
lated to homebuilding. Contributions | 
will be screened by the editorial staff. As 
published, however, they will reflect the | 
authors’ views, not House & HoMr's. | 
— 


of rates going up or down. Next he gets to 
explain closing costs and why they're al- 
most as large as the down payment. From 
there it's a snap! All he has left is the pur- 
chase agreement, the loan application, veri- 
fication of employment forms, verification 
of savings account forms, truth-in-lending 
forms, the escrow agreement, the ALTA pol- 
icy, the property tax system, prorations, 
etc., etc. 

And now the real biggie! He has now 
earned the dubious privilege of pulling out 
his pamphlet and explaining VRM . . . and 
why the interest rate may go up or down 
based on certain fluctuations in the mone- 
tary system over which the buyer has no 
control and probably doesn't understand in 
the first place! 

Salesman's duty. I personally don't know 
of any good salesman who would intention- 
ally encumber his sales procedure with a 
technical discussion of any sort. Home buy- 
ing is an emotional process, not an eco- 
nomic training center. Granted, it is the ob- 
ligation of all real estate salesmen to make 
certain that any family considering the pur- 
chase of a home is fully aware of, and com- 
pletely understands, the financial obliga- 
tions it is undertaking. But his sales effort 
should be confined to the cash-flow impact 
on the family budget. It should not include 


the comparison and explanation of long- 
term lending concepts. 

Just as most buyers can determine the de- 
sirability of a neighborhood, the advantages 
of certain building methods and materials 
and the impact of home ownership on the 
family budget, so should they be capable of 
accurately assessing the advantages and dis- 
advantages of the various types of financing 
available to them. 

This educational process should not be 
postponed to the point of sale! It should have 
been completed long before and it should 
have been done by the savings and loan in- 
dustry. But lenders have historically been 
derelict in their duty to inform the public 
of the fundamentals of borrowing money to 
purchase a home. 

With the exception of the price of the 
property, there is nothing more crucial to 
the sale of a house than the interest rate on 
the loan. And yet nothing has been done by 
the savings and loan industry to help real 
estate salespeople overcome the resistance 
to higher rates. It was difficult enough be- 
fore; but then along came VRM. The S&Ls 
have added a new dimension to high rates 
that many salespeople either cannot or will 
not understand. 

Need for a sales program. What's the an- 
swer? 

It's obvious to me, and I hope it is to the 
savings and loan associations that want to 
gain public acceptance of VRM, that the | 
S&Ls must undertake an effort basic to any! 
sales program: They must create a broad- 
based, favorable impression in the minds of 
the consumers, and that impression must be 
generated through an understanding of the 
product in terms of its benefits. This de- 
mands a comprehensive educational pro- 
gram and means diverting some of those 
millions of dollars now devoted exclusively 
to the pursuit of more savings. 

We think buyers should come to our sales 
office with a relatively thorough under- 
standing of the options open to them. The 
more prior conditioning they've had, the 
more acceptable they'll find VRM. And the 
more we'll be able to sell it. It's as simple 
as that. 


Hagerthy is senior vice president in charge 
of sales and marketing for Barclay Hol- 
lander, Los Angeles-area builder of single- 
family homes and townhouses. 
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A unique marketing tool for 
builders and lenders 


House & Home's 


Created to help you define what types 
hof units in what quantity are in demand 


oo 


help you avoid committing funds to the wro 


You can avoid mistakes that could 
cost you hundreds of thousands or 
millions of dollars in misplaced loans 
or investments by buying just one of 
these reports. And, because House & 
Home Housing Demand Reports are 
the result of a unique program, their 
cost is just a fraction of what you 
would otherwise have to pay for 
similar reports. 


What the reports reveal 

The reports show the true demand for 
various types of housing in virtually 
any given Standard Metropolitan 
Statistical Area (SMSA). Each report 
compares the area’s existing housing 
with its capacity to generate rents and 
mortgage payments. It translates this 
comparison into total housing 
demand, expressed both an number 
of units and dollar value. It also breaks 
down these totals into for-sale 
housing and rental housing. Finally, 
each report gives you 
recommendations as to what price 
ranges are most (or least) promising. 


All data is presented in the form of 
month-by-month graphs which 
vividly show housing supply vs. 
housing demand, carried back to 1970 
so that trends are clearly 
understandable. The for-sale, rental 
and total markets are expressed both 
in terms of dollars and units, and each 
graph is accompanied by an 
interpretation and analysis which 
explains the data in the light of other 
market factors. 


How they are prepared 

The reports are prepared by Alfred 
Gobar Associates of Brea, California. 
This firm specializes in real-estate 
market analysis and has an enviable 
reputation for producing the most 
consistently accurate data of any such 
company. 


Alfred Gobar Associates pioneered in 
the use of computers in real-estate 
research. To prepare these reports, 
specialists feed local and Federal 
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government data on both housing and 
general economic conditions into a 
sophisticated computer model. 

The output is a highly accurate 
projection of present and future 
housing demand. 


High accuracy 

The basic computer model has been 
evolved over a period of 12 years. 
During that time none of the reports 
checked out has shown an error 
exceeding 5%, and most have been 
much less than 5%. 


All data is current 

Information on market areas is 
updated quarterly, so no data in the 
reports is more than 90 days old at the 
very outside. And because the report 
program is computerized, virtually all 
reports are mailed within seven days 
of the time orders are received. 


Compare this with the time it would 
take to prepare a similar report from 
scratch. It would require weeks to 
gather the data, coordinate the facts 
and come up with an analysis and 
recommendation. And the costs 
would be enormous. 


House & Home's Housing Demand 
Reports give you the information you 
need faster, and at much less cost, 
than any other system. 


Vital for builders 

If you are a builder or developer who 
builds in any appreciable volume, 
these reports are a must for every 
market area in which you operate. 
You will be able to spot trends before 
they become apparent in the 
marketplace. You will know what 
types of housing are being overbuilt 
and, conversely, what market voids 
are due to appear. And you'll know 
early enough to take advantage of the 
changes. 


If you decide to expand your building 
operation into new areas, these 
reports will give you an objective look 
at the potential of virtually any market 
area in the country. 


If you specialize in a particular type of 


housing, these reports will tell you if 
adequate demand for it exists in the 
areas you are considering. 


Vital for lenders 

When you are lending on projects 
outside your own immediate area, 
these reports give you a means of 
double-checking the developer's 
market projections and evaluating th 
market for yourself. And they do it fa 
less expensively than is possible by 
any other method. 


In workout situations you can quickl 
screen distressed projects to decide 
how long it will take to work them o 
hence, whether they should be held, 
sold or joint-ventured. 


You can use your own field force 
more effectively by using these 
reports to find areas where 
development is lagging behind 
housing demand, and directing your 
personnel to prospect more intensel 
for loans in those areas. 


Vital for investors 

Investors can use these reportsin | 
much the same way as lenders, 
screening proposed projects and 
finding areas where underbuilding 
creates the greatest potential for 
profit—or where distressed propertie 
have the market support necessary fq 
successful workouts. 


Available nowhere else 

There is nothing on the market to 
compare with House & Home's 
Housing Demand Reports. You could 
start from scratch and have a similar 
report prepared for a given market, 
but it would take weeks, while the 
House & Home reports are already i 
the computer and can quickly be 
printed out. In addition, it would cost 
many times as much and it would no 
have the consistent accuracy that 
comes from years of refining and 
checking the basic computer progra 


So, if you want the fastest, most 
accurate and least expensive reports 
on housing demand in any key 
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Reproduced here is an actual page 
from a Housing Demand Report. The 
graph shows that in the for-sale ag 
segment of this particular SMSA, á 
market supply exceeds market 
demand by roughly 37,000 units. So 
barring special local situations, which 
the report would mention, a for-sale 
project should be approached very S 
cautiously —if at all—in this market. b: 


Note that in early 1973, demand 
exceeded supply by about 30,000 Š 
units, and a builder relying on p 
conventional data sources or reports 
might well have committed himself to 
a project. But the Housing Demand 
Report graph shows that the supply 
and demand lines are rapidly 
converging, and that by mid-1974, 
when the project could be expected to 
open, the builder would probably by 
selling to a saturated market. 


ue 
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Thus the Housing Demand Report 
gives clear warning of a potential 
heavy-loss situation. 
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arket, you should turn to House & 
pme Housing Demand Reports. 


hether you're a builder, developer, 
Paltor, lender or investor—before 

u commit a single dollar to a new 
oject, or to a workout of a distressed 
oject, you need a House & Home 
pusing Demand Report for that 
arket. An order now can help you 
oid costly mistakes later. 


ere's what satisfied users say 

e use the reports whenever we 
hve to make a decision on a new 
operty, and they've been extremely 
curate. We also use them as part of 


our approach to our lenders, and they 
lend a great deal of credibility to our 
presentations." 
* Marketing vice-president 
Real-estate developing firm 


“In retrospect, I can see that had we 
used the reports a few years ago, we 
could have saved a lot of mistakes and 
alot of money. We use them now and 
plan to continue; no one else has 
shown the same ability to break down 
the data into demand by product and 


price. * Market analyst 


Major developing firm 


“I wouldn't think of doing a project 
without one of these reports. They've 
proven as accurate and reliable as this 
kind of study could possibly be." 
* Divisional president 
Real-estate developing firm 


"We've used Dr. Gobar's reports for 
two and a half years, and every time 
we've gone ahead with a project on 

his recommendation he's been right 


on the nose. * Vice president 


S & L development subsidiary 


*Names on request 


To see how to order, turn the page 
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Order your report now for any of the 120 key markets 
it is the least expensive form of insurance you can buy 


List of standard metropolitan statistical areas for which we provide data: 


Akron, OH 
Albany - 
Schenectady - 
Troy, NY 
Albuquerque, NM 
Allentown - 
Bethlehem - 
Easton, PA- NJ 
Anaheim - Santa 
Ana - Garden 
Grove, CA 
Ann Arbor, MI 
Atlanta, GA 
Augusta, GA - SC 
Austin, TX 
Bakersfield, CA 
Baltimore, MD 
Baton Rouge, LA 
Birmingham, AL 
Boise City, ID 
Bridgeport, CT 
Buffalo, NY 
Canton, OH 
Charleston, SC 
Charlotte - 
Gastonia, NC 
Chattanooga, 
TN- GA 
Cincinnati, 
OH - KY - IN 
Cleveland, OH 


Columbia, SC 
Columbus, 

GA - AL 
Columbus, OH 
Corpus Christi, TX 
Dallas - Fort 

Worth, TX 
Davenport - Rock 

Island - Moline, 

IA - IL 
Dayton, OH 
Denver - 

Boulder, CO 
Des Moines, IA 
Detroit, MI 
El Paso, TX 
Eugene - 

Springfield, OR 
Flint, MI 
Fort Lauderdale - 

Hollywood, FL 
Fresno, CA 
Gary - Hammond - 


East Chicago, IN 


Grand Rapids, MI 
Greensboro - 


Winston - Salem - 


High Point, NC 
Greenville - 


Spartanburg, SC 


Harrisburg, PA 


What the reports cost 

The price for one House & Home 
Housing Demand Report is only 
$1500. This is a small fraction of the 
cost for any other type of marketing 
report, and a minute percentage of the 
upfront funds you will have to 
commit to any building project. 


Hartford, CT 
Houston, TX 
Huntsville, AL 
Indianapolis, IN 
Jackson, MS 
Jacksonville, FL 
Jersey City, NJ 
Kansas City, 
MO - KS 
Knoxville, TN 
Lansing - East 
Lansing, MI 
Las Vegas, NV 
Lexington - 
Fayette, KY 
Lincoln, NE 
Little Rock - 
North Little 
Rock, AR 
Long Branch - 


Asbury Park, NJ 


Los Angeles - 


Long Beach, CA 


Louisville, KY - IN 
Lubbock, TX 
Madison, WI 
Memphis, 

TN- AR - MS 
Miami, FL 
Milwaukee, WI 


Minneapolis - 


St. Paul, MN -WI 


Mobile, AL 
Modesto, CA 
Nashville - 
Davidson, TN 
New Brunswick - 
Perth Amboy - 
Sayreville, NJ 
New Haven - 


West Haven, CT 


New Orleans, LA 
Newark, NJ 
Newport News - 
Hampton, VA 
Norfolk - 
Virginia Beach - 
Portsmouth, 
VA- NC 


Oklahoma City, OK 


Omaha, NE - OA 

Orlando, FL 

Oxnard - Simi 
Valley - 
Ventura, CA 


Paterson - Clifton - 


Passaic, NJ 
Pensacola, FL 
Peoria, IL 
Philadelphia, 

PA - NJ 


If you order from five to nine reports, 
the price drops to $1300 each. For 10 
or more, it is $1150. Prices for larger 
quantities upon request. 


Each order also carries with it the 
right to purchase a quarterly update 
each quarter for nine months after the 
first report is ordered. The cost is $600 


per update. 


Phoenix, AZ 
Pittsburgh, PA 
Portland, OR - WA 
Providence - 
Warwick - 
Pawtucket, RI - 
MA 
Raleigh - 
Durham, NC 
Reno, NV 
Richmond, VA 
Riverside - San 
Bernardino - 
Ontario, CA 
Roanoke, VA 
Rochester, NY 
Sacramento, CA 
St. Louis, MO - IL 
Salinas - Seaside - 
Monterey, CA 
Salt Lake City - 
Ogden, UT 
San Antonio, TX 
San Diego, CA 
San Francisco - 
Oakland, CA 
San Jose, CA 
Santa Barbara - 
Santa Maria - 
Lompoc, CA 


How to order 


Santa Cruz, CA 

Santa Rosa, CA 

Seattle - 
Everett, WA 

Shreveport, LA 

Spokane. WA 

Springfield - 
Chicopee - 
Holyoke, MA 
CT 


Stockton, CA 
Syracuse, NY 
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ENERGY MANAGEMENT 
Case Study No. 15* 


Builders of Commercial Office 
Condominium Lure Tenants with Sports 
Club Memberships and Energy- 
Conserving Electric HVAC Systems 


idet . m 


Mansard-roof facing and rearward sloping terrain make this new office condominium appear lower than its actual four stories. 


Firms that purchase space 
in a new Ohio office 
building receive all of the 
benefits of condominium 
ownership that apartment 
builders have touted for 
years, plus electric heat 
recovery systems designed to 
keep monthly maintenance 
charges low. 


Westlake, Ohio. Professionals in the na- 
tion's real estate markets are watching 
with more than casual interest a unique 
experiment in commercial development 
taking place here. The object of their 
attention in this pleasant Cleveland 
suburb is a commercial office building 
by the name of One King James South. 


What makes the structure something to 
be watched is that it is a condominum. 
with space available for purchase by 
business and professional firms. 


In the residential apartment field, of 
course, the condominum concept has 
been widely applied and with great suc- 
cess. Thousands of apartment build- 
ings, ranging from duplex townhouses 
up to high-rise structures of 30 stories 
or more, have already been built spe- 
cifically for condominum-type opera- 
tion. In these, each purchaser assumes 
complete ownership of one or more 
dwelling units, which he may elect to 
occupy or to use for investment pur- 
poses. Purchasers share ownership of 
the common or public portions of the 
building and are assessed monthly 
charges for maintenance, labor, energy, 
etc. 


Easy Sell. The proliferation of condo- 
minium apartments is due mainly to 


the ease with which developers can as- 
semble convincing sales promotions. 
There are unassailable arguments in 
favor of ownership over renting; real 
estate taxes and mortgage interest are 
fully deductable. Then, there is the 
strong psychological impulse of Ameri- 
cans to own property, a desire rooted 
perhaps unconsciously in words faintly 
remembered from The Bill of Rights. 

But by far the most compelling in- 
centive that causes prospects to sign on 
the dotted line is the design elegance 
of the public, social and recreational 
areas. In some renowned high-rise con- 
dominium apartments, these achieve a 
splendor that can only be described as 
palatial. If one accepts this premise, he 
may have found the reason for the fact 
that condominiums have lagged up to 
now in the office building field, where 
palatial lobby design has dwindled since 
Art Deco days and swimming pools are 
nonexistent altogether. 


*One of a series of reports giving recognition to the efforts of architects and engineers on behalf of resource conservation. 
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The closed-loop water-to- 
air heat pump system helped 
the builders’ plan to sell the 
building in stages. 


Wrong Premise. “This is not the case 
at all,” says Robert R. Miller, one of 
the three principals in King James 
Group, builders and developers. “The 
major reason that office condominiums 
have not developed more quickly is 
that firms desire to retain mobility. 
They want to be free, for example, to 
change to an entirely new location 
should a better building come along or 
should their needs for space change up 
or down.” 

Miller feels that the mobility im- 
passe may end with the result that the 
condominium concept will be more 
widely accepted for commercial build- 
ings. "Hardheaded business executives 
can't avoid the economic advantages 
forever and that is why we decided to 
build One King James South as a con- 
dominium. We sell on the economic pic- 
ture alone; business people aren't taken 
in by amenities. However," he adds 
with a smile, “we just did happen to 
have a swimming pool handy." 


A Matter of Convenience. The conveni- 
ently located swimming pool mentioned 
by Bob Miller is part of The Regency 
Swim & Racquet Club located a couple 
of hundred yards from the office build- 
ing. It was built to serve the entire King 
James South complex being developed 
on a 50-acre site. The complex includes 
up to this time a number of luxury-class 
private residences; 300 condominium 
apartments; 73 town house units; a ten- 


Engineer John Zwolsky sought a heat re- 
covery system that could be "shelled-in" 
just as were the structural elements. 
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Owner Robert R. Miller favors HVAC 
systems that cut front money and the 
energy element in maintenance charges. 


store strip shopping center; and the of- 
fice building. 

The club, which is owned and man- 
aged by the tenants, is an elegant sports 
and social center for the community. In 
addition to the Olympic-sized year- 
round swimming pool, there are men's 
and women's saunas, a 15-foot-diameter 
whirlpool, two professional-grade ten- 
nis courts, an exercise room, and com- 
plete locker facilities. All of these are 
housed in a 10,000-square foot, two- 
level brick structure of French Nor- 
mandy architecture set on two acres of 
lawn. 

The first level of the club contains a 
large reception foyer and plushly fur- 
nished lounge. Off one side of the foyer 
is a 20-by-30 foot party room with an 
electric apartment-sized Kitchen adjoin- 
ing. These rooms, as well as an identi- 
cal pair on the lower level reached by a 
carpeted spiral staircase, are reserved 
by owners for private dinner or cocktail 
parties, In sum, it is a charming induce- 
ment to buying a condominium unit— 
whether apartment or office. 


Special Blend. The gracious green- 
lawned residential character of this 
complex has been carefully nurtured 
by the developers. Architect Nick E. 
Del Giudice was assigned the task of 
implanting on this verdant setting 
nearly 44,000 square feet of office 
building. "To give you an idea of how 
careful we had to be of the environ- 
ment," he says, "you should look at the 
equipment inventory of Pacer Con- 
struction Co. This is the general con- 
tracting subsidiary of the developers. 
You might expect Pacer to own a bat- 
tery of bulldozers, power shovels, and 
such. In reality, Pacer owns only one 
piece of equipment and that is a tree- 
moving machine." 

The lonely item in the equipment in- 
ventory apparently has been kept busy. 


Mature trees abound in places where 
obviously they could not have been left 
intact during the construction phases. 
The developers expressed policy was 
to save every tree feasible. 

Architect Del Giudice used a French 
Normandy style as a basis for blend- 
ing the office building with its residen- 
tial setting, The structure presents a 
relatively low silhouette despite its four 
stories. One reason for this is that part 
of the first level is hidden by the fortui- 
tous natural rearward slope of the site. 
The top story is softened by a steeply 
inclined and shingled mansard-roof 
facing with windows inset in a gabled 
effect. Left in place in the forecourt are 
two old trees which serve to partly 
shield the lightly colored brick facade 
from the gaze of passersby although 
requiring slightly more dexterity of 
drivers entering the grounds. 


Selling Shells. The first stages of con- 
struction brought the building to a 
semifinished condition—the exterior 
walls completed but with all interior 
spaces appearing as open rough-walled 
shells. Business and professional firms 
that chose to buy at that point had un- 
limited freedom in selecting space ex- 
actly suited to their requirements. Not 
until a client had signed a contract did 
the architects and engineers go about 
the business of tailoring the needed 
partitioning, surface finishes, services 
and utilities. 


Architect Nick E. Del Giudice had to fac- 
tor a tree-moving machine into his site ex- 
cavation plans and landscaping design. 


The type of HVAC system selected 
for King James South dovetailed nicely 
with the shell concept of the builders. 
It is an electric closed-loop unitary heat 
pump system with heat recovery capa- 


bility. In a very real sense it, too, could 
be “shelled-in” during the initial con- 
struction stages. 


HVAC System. Each finished office 
suite has its own independently con- 
trolled electric heating and cooling sys- 
tem, It consists essentially of an electric 
water-to-air heat pump operating in 
conjunction with short runs of metal 
supply and return ducts. The equip- 
ment package, with output rating rang- 
ing from 1% to 3 tons depending on 
the size, location and occupancy of the 
suite, is installed in the space above the 
suspended ceiling panels. 

The heat pump units in all of the of- 
fice suites throughout the building are 
coupled into a common water supply 
system. This consists of a closed loop 
of four-inch plastic pipe carrying water 
that is recirculated continuously by a 
ten-horsepower pump installed in a 
mechanical room. Each heat pump unit 
is controlled independently by means 
of a wall thermostat and at any given 
time can be on either heating or cooling 
depending on what is needed in the par- 
ticular suite it serves. In the cooling 
mode, the heat pumps reject heat to 


WATER LOOP 


AIR COIL (EVAPORATOR) 


the circulating water; in the heating 
mode, they extract heat from it. 


Energy Conservation. It is the closed 
loop of recirculating water that makes 
possible the heat recovery, energy- 
conserving capability of this system. 
Heat rejected to the water by units on 
cooling is available to those calling for 
heat. In mild weather, for example, 
some parts of a building require cool- 
ing while others need heating. This is 
particularly true in office buildings with 
interior zones that require cooling even 
on midwinter days. 

During such times, some heat pumps 
will be operating in the cooling mode, 
depositing heat in the hydronic loop. At 
the same time, other heat pumps will 
be functioning in the heating mode, ex- 
tracting heat from the loop to warm 
the suites calling for heat, When heat- 
ing and cooling requirements are essen- 
tially in balance, the building may be 
said to heat and cool itself. 


Buyers Aware. "The heat recovery ca- 
pability was probably the main reason 
we selected this type of system," says 
consulting engineer John Zwolsky. 
"Our own personal feelings about en- 


SUPPLY 


X, WATER COIL 


(CONDENSER) WARM 


AIR 


AIR COIL (CONDENSER) 


ergy priorities aside, buyers in the 
building market have become surpris- 
ingly sophisticated about the energy 
requirements of HVAC systems. We 
regard this system in itself as a strong 
selling point.” 

Another advantage from the tenant’s 
view is that he has, in effect, his own 
complete central HVAC system. It is 
custom designed for his particular suite 
so that the chances of getting uniform 
air distribution are maximized. He has, 
in addition, complete control of envi- 
ronmental conditions within his offices. 
Also, the individual tenant can estab- 
lish his own working hours rather than 
having to conform to the existing occu- 
pancy schedule for the rest of the 
building. The water circulating pump is 
operated on a 24-hour basis. 


Piecework, Engineer Zwolsky views the 
closed-loop approach as being highly 
compatible with construction projects 
in which interiors are completed piece- 
meal. “Such was the case here; only 
after a particular space was contracted 
for did the architect begin to lay out the 
partitioning and he could do that with- 
out the limitations that would have 


x WATER COIL 
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MACHINE ON COOLING 


MACHINE ON HEATING 


ENERGY EXCHANGE BETWEEN HEAT PUMP UNITS 


A major advantage of the closed-loop water-to-air heat pump sys- 
tem is its ability to recover excess heat energy from one zone and 
transfer it to another that requires it. Between seasons, for exam- 
ple, some parts of a building need cooling while other parts are 
calling for heat. The accompanying schematic illustrates what hap- 
pens under such conditions, with one heat pump unit operating in 
the cooling mode and a second unit farther along the loop func- 
tioning in the heating mode. 

Each water-to-air heat pump has the following principal com- 
ponents: 1) a blower for pushing air through an air-to-refrigerant 
heat exchanger and into the distribution ducts; 2) a sealed refrig- 
eration Compressor; 3) a reversing valve which is controlled by a 
wall thermostat; and 4) a refrigerant-to-water heat exchanger. In 
the machine on cooling, the reversing valve guides the flow of hot 
refrigerant gas from the compressor to the water coil. There heat 
is removed by the water from the hot gas which condenses into a 
liquid. The refrigerant then flows through an expansion device and 


enters the air coil as a cold liquid. Here the refrigerant boils, be- 
coming a vapor and absorbing heat from the room air passing 
across the coil. The refrigerant vapor then flows through the re- 
versing valve back to the compressor, completing the cooling 
cycle. 

In the unit on heating, a wall thermostat has caused the revers- 
ing valve to shift and reverse the flow of refrigerant in all parts of 
the circuit except the compressor. Hot gas from the compressor 
enters the tubes of the air coil. Room air is heated as it passes 
over the tubes, absorbing heat from the refrigerant and causing it 
to condense. The liquid refrigerant flows through the expansion 
device to the water coil, which functions now as a chiller. As the 
refrigerant vaporizes it absorbs heat from the closed water loop. 
The vapor is conducted back through the reversing valve, com- 
pleting the heating cycle. 

The point to be made here is that the heat energy being dis- 
sipated by the first machine is recovered by the second. 
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The Regency Swim & Racquet Club is an appealing fringe benefit for office workers. 


been imposed by an in-place HVAC 
system. Up to that point we had in- 
stalled only basic hydronic work. We 
then custom-fitted individual heat pump 
units and ductwork arrangements into 
the partition format." 

In addition to the main pipe circuits, 
two essential elements of the system 
were installed as the building's shell 
was erected. These were a 240-kw elec- 
tric boiler installed in a mechanical 
room on the first level and a roof- 
mounted evaporative water cooler. 
For proper operation of the system, 
loop water must be maintained in the 
65-90F range and for much of the 
time the random mix of operating 
modes of the heat pumps accomplishes 
this automatically. 

In warm weather, however, the bal- 
ance of the system is upset as more heat 
pumps switch to the cooling mode and 
add to the amount of heat being re- 
jected into the loop. Thereupon, the 
fans and spray pumps of the water 
cooler are staged into operation to pre- 
vent loop water temperature from ex- 
ceeding 90F. 

In very cold weather, the water sys- 
tem again becomes unbalanced as a 
greater number of units switch to the 
heating mode and extract more heat 
from the loop. At such times elements 
of the electric boiler are energized in 
steps to maintain the loop water above 
the 65F minimum. 


Insulation, King James South is an ex- 
ceptionally well insulated building. The 
tar and gravel roof is built-up over à 
214-inch layer of rigid polyurethane, 
which is not unusual in itself. In addi- 
tion, however, the suspended ceiling 
beneath the roof deck carries a 3% in.- 
thick bed of mineral wool batts. The 
double layers of insulation keep heat 
gains and losses through the roof at a 
markedly low level. 
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The mineral wool ceiling insulation 
is used also on all of the three lower 
levels of the building. "We did this for 
two reasons," says architect Del 
Giudice: "One was to provide the sound 
isolation we think should be expected 
in a quality building. The second pur- 
pose was to provide thermal insulation 
so tenants wouldn't have to pay for 
heating and cooling spaces between 
each ceiling and the floor above." 

The HVAC system does not employ 
the ceiling spaces as plenums. Insulated 
metal ducts carry both supply and re- 
turn air. 


Point Stretching. It may be stretching 
a point to describe Bob Miller as a kind 
of aficianado of reverse-cycle air con- 
ditioning. But, as a developer, he has 
selected conventional heat pump sys- 
tems for upwards of 200 homes and 
apartments he has built over the years. 
Now, he is responsible for installing the 
closed-loop version of the concept in 
the first condominium office building 
in Ohio, 

*My partners and I are businessmen 
and appreciate the economic advantage 
of bringing a system on in stages. It 
means we have to put up a little less 
‘front money'—funds we have to invest 
before actual selling starts. 

"But the three of us were also for 
many years project managers at 
NASA's Lewis Jet Propulsion Labora- 
tory near Cleveland, deeply involved in 
the country's space efforts. We learned 
to view the planet as a vehicle with a 
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CIRCLE 69 ON READER SERVICE CARD 


DESIGN SUMMARY 


GENERAL DESCRIPTION: 


Area: 44,000 sq ft 

Volume: 456,000 cu ft 

Number of floors: four 

Number of rooms: 85 

Types of rooms: private and general of- 
fices, medical suites, mechanical 
rooms, storage 


| CONSTRUCTION DETAILS: 


Glass: double 
Exterior walls: 12" brick & block, 112" 
rigid polyurethane insulation (R-11), 
channel clips, 5” gypsum board; 
U-factor: 0-1 
| Roof and ceilings: built-up tar and gravel 
roof on 2%” rigid polyurethane insula- 
tion (R-15) over steel deck, 315" min- 
eral wool batts (R-13) over suspended 
acoustical tile ceiling; U-factor: 0.04 
Floors: concrete slab on grade 
Gross exposed wall area: 21,056 sq ft 
| Glass area: 5035 sq ft 


ENVIRONMENTAL DESIGN CONDITIONS: 
| Heating: 
Heat loss Btuh: 1,100,600 
Normal degree days: 6351 
Ventilation requirements: 7500 cfm 
Design conditions: —5F outdoors; 75F 
indoors 
| Cooling: 
Heat gain Btuh: 1,113,400 
Ventilation requirements: 7500 cfm 
Design conditions: 95F dbt, 78F wbt 
outdoors; 74F, 5096 rh indoors 


LIGHTING: 

Levels in footcandles: 25-100 
Levels in watts/sq ft: 1-4 

Type: fluorescent and incandescent 


CONNECTED LOADS: 
Heating and Cooling (95 tons) 
Lighting 
Pumps and Fans 

| Water Heating 

| Miscellaneous 


TOTAL 


350 kw 


PERSONNEL: 
Owner: King James Group 
| Architects & Engineers: Nick E. Del 

Giudice Associates 

Consulting Engineer: John Zwolsky 

General Contractor: Pacer Construction 
Co., Inc. 

Mechanical Contractor: Shaker Air 
Conditioning Co., Inc. 

Electrical Contractor: Einheit Electric 

Utility: Cleveland Electric Illuminating | 
Company 


limited resource supply and gained a 
healthy respect for the environment 
and conservation. Maybe that's why 
we've been easy to sell on heat pumps." 

It may also account for the lonely 
tree-moving machine. 


New and Important Books from McGraw-Hill - 


BUILDING CONSTRUCTION 
HANDBOOK, Third Edition 


Frederick S. Merritt, Editor-in-Chief. This new 
Third Edition of a well-known reference in- 
corporates all the latest developments in con- 
struction technology. Basic changes in design 
specification, the introduction of new mate- 
rials and dimensions for building products, 
effective techniques for environmental control 
and energy conservation, innovations in build- 
ing practices—all these breakthroughs neces- 
sitated the reworking of almost every existing 
section and the addition of several new 
sections. Still the first place to turn for author- 
itative explanations, data, and advice on 
potential building problems! 


1,098 pages, 575 illustrations, $34.50 


LANDSCAPE ARCHITECTURE: 
An Ecological Approach to 
Environmental Planning 


By John Ormsbee Simonds, This comprehen- 
sive handbook on environmental planning 
has established itself as the basic reference 
for architects, engineers, and planners. Beau- 
tifully written and superbly illustrated, it pre- 
sents an articulate approach to the intelligent 
development of the landscape that surrounds 
us. The author, an eminent authority on en- 
vironmental planning, outlines and analyzes 
the complete land-planning process, examin- 
ing all of the factors involved in sound, mean- 
ingful planning. Hundreds of photographs and 
drawings reinforce the thoughtful proposals 
for achieving a more healthful and sensible 
living environment. 


244 pages, illustrated, $21.45 


DICTIONARY OF 
ARCHITECTURE AND 
CONSTRUCTION 


Edited by Cyril M. Harris. 
Completely up to date, 
this profusely illustrated 
reference covers both 
traditional and recently 
developed materials, fin- 
ishes, coatings, surfaces, 
various types of construc- 
tion units, assemblies, 
systems, and modules— 
plus the major terms 
from associated fields. 
Featured are all the latest definitions in the 
systems concerned with internal-environment 
control: heating, air conditioning, refrigera- 
tion, electricity, illumination, water supply, 
waste disposal, fire protection, acoustics, and 
noise control. 


553 pages 1,775 illustrations, $35.00 


SIMPLIFIED CONCRETE 

MASONRY PLANNING AND 

BUILDING, 2nd Ed. 
es 


—— —- By J, Ralph Daizell; re- 
vised by Frederick S. 
Merritt. This updated 
edition—with new illus- 
trations—of a highly re- 
garded guide for novice 
masons reflects the 
changes that have oc- 
curred in the construc- 
tion industry since the 
original edition was pub- 
lished. The author takes 
you, step by step, through every type of 
concrete job in home building—from foun- 
dations, walls, and floors to driveways and 
terraces—describing each so that even read- 
ers with no experience can follow directions. 


370 pages, illustrated, $9.95 


= 


BUILDER’S GUIDE TO 
CONTRACTING 


By John R. Zehner. Illustrated with realistic 
examples from actual projects, this how-to- 
do-it volume offers a practical overview of 
contracting and subcontracting. It shows you 
how to improve your bidding and estimating 
Procedures, recognize potential dangers and 
avoid them, compare another contractor's 
procedures with your own, increase your 
profitability, and operate a successful con- 
struction project. The book presents examples 
of bids for 24 trades, representing case stud- 
ies for a $750,000 office building project, in- 
cluding the evaluation necessary to prepare 
a realistic lump sum proposal. 


269 pages, 45 illustrations, $15.00 


THE ART OF HOME 
LANDSCAPING 


By Garrett Eckbo. Don't 
make costly mistakes in 
basic landscaping! This 
practical book explains 
how to plan, design, and 
build your own home 
landscape, how to substi- 
tute pencil work for need- 
less shovel work, and 
how to do it in easy 
" stages. There are no 

"pat," stereotyped an- 
swers here; instead, you get hundreds of 
working answers to specific problems—such 
as how to draw plans, how to use surfacing, 
how to provide drainage, how and what to 
plant, how to screen small lots, how to build 
shelters, etc. Written by one of America's 
foremost landscape architects, this book 
shows you exactly what to do to achieve 
beautiful, livable outdoor space around your 


home. 278 pages, illustrated, $9.95 


CONSTRUCTION DESIGN FOR 
LANDSCAPE ARCHITECTS 


By Albe E. Munson. Based on many years of 
first-hand experience, this book pulls together 
essential construction design information 
never before available in a single source. It 
is a convenient reference on practical site 
preparation for landscaping or construction, 
as well as an excellent basic guide for check- 
ing layout and earthwork for bidding and con- 
struction calculations. Especially helpful are 
the many ready-reference tables, conversion 
factors, and easy-to-use charts. 


212 pages, 93 illustrations, $14.50 
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BUILDING DESIGN FOR 


MAINTAINABILITY 
— ——- By Edwin B. Feldman. 
| E This long-needed volume 


shows how to plan and 
design buildings that can 
be maintained at the low- 
est possible cost. The 
author takes you through 
a typical building, point- 
ing out examples of fail- 
ure to design for main- 
tainability, and indicates 
how to eliminate such 
problems. Among the problem areas covered 
are landscaping, paving, exterior building 
surfaces, roofs, floor coverings, wall mate- 
rials, acoustical ceilings, waste collection 
and disposal, restroom surfaces and equip- 
ment, heating and air conditioning. 


232 pages, 83 illustrations, $12.50 


REPAIRING AND REMODLING 
GUIDE FOR HOME INTERIORS, 
Second Ed. 


By J. Ralph Danzell; revised by Frederick S. 
Merritt. Now updated, this practical manual 
shows how to improve the appearance of 
homes, make them more comfortable, and 
put space to better use. It gives step-by-step 
instructions for doing every type of remodel- 
ing job from beginning to end—walls, ceilings, 
floors, basements, kitchens, attics, bathrooms, 
Storage spaces, lighting, and air condition- 
ing. With this book, even handyman with little 
experience can turn out superb work! 


330 pages. illustrated, $8.95 


PLAN READING FOR HOME 
BUILDERS, Second Edition 


By J. Ralph Dalzell; re- 
vised by Frederick S. 
Merrit. This handsomely 
illustrated book is invalu- 
able to everyone who 
wants to learn how to 
read plans for new con- 
struction or remodeling. 
Completely updated, this 
new edition offers a sim- 
ple, progressive explana- 
tion of elevations, plans, 
sections, details, and the relationships be- 
tween views that leads to interpretation of 
three complete sets of working drawings. 
While examples in the book apply to home- 
building, the basic principles are applicable 
to all types of construction. 


172 pages, illustrated, $9.95 
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10 DAYS’ FREE EXAMINATION 


McGRAW-HILL BOOK COMPANY 


1221 Avenue of the Americas, New York, N.Y. 10020 


Send me the book(s) checked below for 10 days on approval. In 10 days, | will remit for those | keep, 
plus local tax, postage, and handling costs, and return the others postpaid. (Remit in full with coupon, 
plus any local tax, and McGraw-Hill pays all postage and handling costs. Same return and refund 


privileges still apply.) 
O 041520- —Building Constructio 


Handbook, 3rd Edition ........ è $34.50 C 044046-8—Construction Design 

C 057391-3—Landscape Architecture ... 21.45 for Landscape Architects ................ 1450 

= C 020385-7—Building Design 

O 026756-1—Dictionary of for Maintainability ............. . 12.50 
Architecture and Construction ........... 35.00 [ 015222-5—Repairing and Remodeling Guide 

O 015223-3—Simplified Concrete Masonry for Home Interiors, 2nd Ed. ............. 
Planning and Building, 2nd Edition ....... 9.95 O 015221-7—Plan Reading for Home 

C 072790-2—Builder's Guide to Contracting .. 15.00 Builders, 2nd Edition .......-....sseeeves 9.95 

Name 

Address 

tq eR ee Zip 


Offer good only in U.S. Order subject to acceptance by McGraw-Hill 
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C 018878-5—The Art of Home Landscaping ... 9.95 
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In the case of HOPE, a great deal. 


Since 1960 hope has continued to be kept alive 
on four continents by Americans of hope and vision— 
people who have given to an idea 
as bright and promising as the name given it 


Through Project HOPE, medical knowledge has been carried 
to disaavantaged areas here and abroad. 
Millions have been assured healthier, happier, more productive lives. 
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This doctor 
is making 
a house call ¢ 
ona country. © 


Through Project HOPE 
he is bringing 
to still another disadvantaged area 
of the world 
a self-help program 
in vitally needed health education. 


This enduring knowledge is indeed 
the legacy of HOPE. 


Give to 
PROJECT 


Department A 
Washington, D. C. 20007 
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Fireplaces & chimneys 
are hotte 
than ever. 


In almost any room. Free-standing fireplaces and equally attrac- 
tive chimneys are an aesthetic as well as functional addition to al- 
most any room 


To accent modern architecture. Chimneys are being used more 
and more as an integral design element 


The houses and apartments you build today don't 
need fireplaces. But most homebuyers and renters demand 
them. Not just in the living room, either, but in family rooms, 
dens, bedrooms and even bathrooms. Fireplaces and 
chimneys are a functional design element that sell. 
Metalbestos Model SS (Stainless Steel) is the most popular 
chimney system in the country. It is ideal for use with 
today's fireplaces and other multi-fuel appliances. In 
addition to its unequalled performance, Model SS chimneys 
can go anywhere and because they require minimum 
clearance from combustibles (2"), they save valuable 
space. That's more living space. Left gleaming or painted, 


Model SS chimneys will complement any decor. T> 
Fireplaces and SS chimneys are hot, figuratively Chases exterior blahs. In more conventional homes, chased 
speaking, and homebuyers know it. | chimneys give dimension and relief from visual blahs 


For more information, see Sweets or write 
METALBESTOS SYSTEMS, Wallace Murray Corp., | 
P.O. Box 137, Belmont, Calif. 94002. 


50 Years of Service 


METALBESTOS 
RÀ SYSTEMS WallaceMurray 
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Asick 
market 


u 


greatly exaggerated. It is alive, and if not exactly well, 


Reports of condominium’s death have been 


at least a lot healthier than it was a few months ago. 
Inventories are being worked off, and sales in many key 
market areas are strong and getting stronger. 

That’s the optimistic consensus of a group 
of nine marketing experts (see next page) interviewed 
by House & Home in preparing this issue. The ex- 
perts—many of them involved in condo marketing all 
across the country—were asked three basic questions: 

How good is the condo market today? 

Why are so many builders and lenders still 

afraid of it? 

If the condo market is indeed viable, how 

can builders move into it without getting in- 

to trouble? 


To see how the experts answered 
these questions—and to find out how 
they view the future of 

the condo market—turn the page 


£ 


In a number of regional markets, the signs of health are unmistakable 


In Connecticut, John Scott reports that condo sales have taken 
a dramatic upward swing. “Our inventory overhang, which 
dates back to 1974, is being rapidly absorbed by young families 
that have suddenly appeared in the marketplace. And sales 
to empty nesters are very strong." 

In south Florida, scene of the country's worst condo de- 
bacles, Lewis Goodkin reports that despite a 20-month inven- 
tory of unsold units, a number of new condo projects are sell- 
ing very well in price ranges from $27,000 all the way up to 
more than $70,000. 

In the Chicago area, Ed Havlik reports that sales are "good 
to very good” in most condo projects and that he thinks the 
local inventory of some 3,500 condo units will be wiped out 
in six months or less. 

In California, Herb Aist reports that “for the last 12 months, 
both the condo and the attached fee-simple markets have been 
good and, in some projects, great.” 

In Washington, D.C., reports Alfred Gobar, the condo mar- 
ket is coming back strongly. 

And in most of these markets, says marketing consultant 
Bill Mitchell, the problem for many condo projects is not so 


It's smaller than either the rental or single-family markets, 
and its segments are much more narrowly defined. Anyone 
venturing into it without adequate market research or knowl- 
edge is asking to join the ranks of those builders who created 
the recent Great Condo Disaster. 

The chief reasons for that disaster are worth listing, not as 
an exercise in hindsight, but as a warning to builders and 
developers entering the market today: 

Overbuilding. "The market was hyper-saturated with 
condos," says Sandy Goodkin. "Builders were acting like lem- 
mings instead of paying attention to market demand.” 

Aist agrees: "When pent-up demand caused a big spurt in 
sales, everyone built like crazy, and of course they got way 
ahead of demand." 

Overpricing. Says Gobar: “A lot of developers got hurt be- 
cause they didn't realize that there has to be a price spread 
between condo and single-family. As a rule of thumb, the 
condo developer should aim to be 20% under single-family 
units with the same square footage." 


These are the marketing experts House & Home talked 


Top, left to right: William Mitchell, president, Market Profiles, Santa 
Ana, Calif. e William R. Smolkin, president, Smolkin Consulting 
Services Inc., New Orleans, La. € Sanford R. Goodkin, president, San- 
ford R. Goodkin Research Corp., Del Mar., Calif. Bottom, left to right: 
Lewis M. Goodkin, president, eastern region, Sanford R. Goodkin 
Research Corp., Del Mar, Calif. e Kenneth Agid, director for residen- 
tial marketing, The Irvine Co., Irvine, Calif. @ Dr. Alfred Gobar, pres- 
ident, Alfred Gobar Associates, Brea, Calif. € Herbert L. Aist, pres- 
ident, Herbert L. Aist & Associates, Encino, Calif. Not pictured: Ed- 
ward F. Havlik, president, Home Data Corp., Chicago, Ill. e John T. 
Scott, director of research and programmatic planning, Development 
Research Services, New Haven, Conn. 


much boosting sales as maintaining the present rapid sale 
pace. 

All this doesn't mean that condo is experiencing a univers 
boom. 

There are still definite soft spots around the country 
Atlanta and Dallas, for example, and parts of south Florida 
Says Bill Mitchell: “In southern California many condo pro 
ects are selling at six a week. But in Dallas they're lucky t 
sell six a month." 

But it does mean that condo is restaking its claim as a 
integral part of the U.S. housing market. 

The reason: Condo fills a number of housing needs tha 
neither single-family nor rental can fill. And these needs a 
increasing, not decreasing. 

Says Sandy Goodkin: "It's not a question of whether or n 
to build condos, but when and where and how many. Th 
condo market is here to stay." 

And says Bill Smolkin: Condo has a definite place at bot 
the low and the high ends of the market. It's not so much 
cheaper form of housing as it is a different form that meet 
certain people's specific needs." 


But despite its potential, and despite improving sales, 
condo remains a tricky market 


Says Smolkin: A lot of builders made the mistake of build 
ing condos in far-out locations, close to single-family project 
but not offering significantly lower prices than the single-fa 
ily product." 

Says Sandy Goodkin: "The only way condos can compet 
toe-to-toe with single-family is to offer an exceptionally di 
sirable location, such as one overlooking a golf course.” 

And says Lewis Goodkin: "The proof is that when price 
in distressed condo projects have been cut to what the buya 
considers fair value, the units have usually sold out ve 
quickly." 

Overloaded amenity packages. ‘Too often, the recreatio 
package was completely out of scale with the project,” sa 
Smolkin. “Except in resort projects, people are buying shelte 
not amenities." 

Says Sandy Goodkin: “A big amenity package boosts tha 
portion of the monthly payment—the maintenance fee 
that’s most sensitive to inflation." 

And says Aist: "Condo missed as low-cost housing in ma 


to in preparing this article 


cases because while the unit itself may have been cheap 
enough, the monthly maintenance charge was much too high 
for moderate-income families and retirees.” 

There was a corollary problem—lowballing of maintenance 
charges, both accidental and deliberate. 

Says Sandy Goodkin: "I know of one Florida project where 
a $22,000, one-bedroom unit wound up with a $72-a-month 
maintenance charge." The result of that sort of thing is terri- 
ble publicity and often a lawsuit. 

Bad design and construction. What might have gotten by 
in rental units or single-family houses couldn't get by in 
condos. 


There are three basic segments of the condo market: 

1. The unwilling segment. Says Gobar: “These are buyers 
who would like to buy a single-family house but can't afford 
it. Typically they are young families with school-age children 
and retirees on fixed incomes." And says Sandy Goodkin: 
"Here, sophistication gets thrown out the window and low 
price is the key to success." Most important: As the price of 
all housing continues to rise disproportionately, this segment 
will become steadily larger. Gobar estimates that it makes up 
60% of its total condo market today. 

2. The discretionary segment. “The big difference between 
this and the low-income segment," says Sandy Goodkin, “is 
that these are middle-income buyers who have the option of 
waiting." Included in this segment are young working couples 
without children or with perhaps one young child, empty 
nesters, move-down buyers and sometimes single profession- 
als. Gobar's estimate of this group: 2096 of the condo market. 

3. The uncompromising segment. This is an affluent group 
that includes empty nesters, pre-retirees, retirees, profes- 
sional couples and some singles. Says Sandy Goodkin: 
"They're looking for smaller but well-designed units in excel- 
lent locations, and they will not compromise." Gobar esti- 


Ultimately, of course, a complete market survey is the an- 
swer. But, says Gobar, there are rules of thumb that can serve 
as preliminary guideposts: 

* If more than 50% of the housing in an area is rental, 
there's a good chance of finding low-end condo buyers. “But 
you'll have to provide very low-downpayment financing.” 

© If single-family permits are being issued for units above 
$30,000 to $35,000—which means sales prices above $40,- 
000—there’s bound to be a condo market underneath. 


Atleast that's the collective opinion of the marketing experts. 
Says Gobar: “Within five years, those reluctant buyers who 
would prefer a single-family house but can afford only a condo 
could make up as much as 50% of the total for-sale market.” 
Says Ken Agid: “The future of condo is great. Right now 


"Poor noise control and lack of privacy turned off a lot of 
buyers,” says Gobar. 

“Too often there was too much density and not enough 
feeling of separation,” says Aist. 

Says Ken Agid: “One of the biggest mistakes was to put up | 
the same old apartment building and slap the condo label on 
it." 

And concludes Sandy Goodkin: "Too many condo devel- 
opers were just plain amateurs. Their projects lacked curb 
appeal, their interior design was poor, and so was their con- 
struction. Current inventory that falls into that category may 
never be sold." 


uccessful condo marketing demands a thorough 
erstanding of who buys and why 


mates that like the previous segment, this one accounts for 
20% of the condo market. 

In general, there are two keys to satisfying these condo 
buyers: 

One key is price. Says Gobar: ‘You have to offer more appar- 
ent value in condos. Prices should be appreciably lower than 
for single-family units of comparable size. And you have to 
compete with rentals too. For example, a $28,000 rental apart- 
ment might rent for $400 a month, but a condo apartment 
with the same value should have combined mortgage and 
maintenance payments less than that—say $300." 

The other key is location. Says Sandy Goodkin: “Condo 
needs better-than-average location. Condo buyers are much 
less willing than single-family buyers to drive to far-out areas. 
And a prestige address is very important to affluent empty 
nesters and other high-income buyers." 

Says Aist: "Look for passed-over land in prime locations, 
especially for the middle-income buyer." 

And says Agid: "Close-in land with a prestige address is 
always expensive, so it's usually a lot easier to sell attached 
housing on such land than to sell single-family. Buyers get 
more house for their dollar, and a good location besides." 


how do you spot market demand for condos? 


€ If an area shows a high ratio of median income to median 
house value—greater than 2.5—there's probably a good condo 
market. 

* If mobile home sales surge, there's apt to be a strong de- 
mand for low-priced condos. 

© Check the resale market. “If demand is strong but sales 
are slow because of high downpayments, you'll find a ready 
market for condos. But again, your downpayments will haze 
to be low." 


ver the long haul, condo—along with fee-simple attached housing— 
uld be the biggest part of the for-sale market 


in Irvine, 55% of our for-sale volume is in attached housing, 
and by 1980 it should be 75%. 

And says Sandy Goodkin: "In the 1970s, condo will account 
for one out of every three sales. But in the 1980s it will be 
closer to one out of every two sales." 


For more on the condo market, turn the page. 


Siting (plan, top) and design (above) 
of BayVu building enables all units 
to face the spectacular view shown 
below. Project has four levels of 
units atop two parking levels. 


ix z« 9 filled a hole in the market 


It did it so well that 16 of the 40 units were 
sold two weeks after opening, and the whole 
project was sold out in six months. 

"Market acceptance exceeded our wildest 
expectations,” says Patrick Kruer whose 
Patrick Development Co. of San Diego con- 
ceived, planned and built BayVu. "At one 
point we were selling so fast that we raised 
prices 12 times in ten days." 

This astonishingly fast sellout happened 


because BayVu supplied a product that the | 


San Diego market just didn't have. 
In 1974, the city was swimming in unsold 


| condominiums. But most of them were in 
buildings | 


steel-and-concrete high-rise 
where prices started near $70,000 and 
averaged about $85,000—too high for an 
area where a large proportion of prospects 


are retirees on fixed incomes. Maintenance | 


fees were very high—$100 and up—because 
most of the condo projects had heavy amen- 
ity packages: pools, tennis courts, and often 
recreation buildings. And finally, most ex- 


| isting condos were well away from the | 


downtown area. 

BayVu succeeded, Kruer feels, because it 
solved most of these problems. Here’s how: 
CFS s 
Location: 


close to downtown, 
and with a view 


BayVu sits on a hillside with a spectacular 
view of San Diego Bay. Furthermore it is 


nancial center and San Diego’s famous Bal- 
boa Park. 
The site was created by combining three 


within walking distance of both a major fi- | 


100'x100' city lots and knocking down the 
| old houses already on them. There were 

some drawbacks; the three lots formed an 
| "L", and a fourth lot, which would have 
made the site rectangular, was not available. 
Also, the property lies under a flight ap- 
proach to nearby Lindbergh Field, San 
Diego's municipal airport. 

But the price was low—just $190,000 for 
the 30,000 sq. ft. the lots comprise—so 
Kruer snapped up the site within 30 days 
after it came on the market. 

Whenit came time to design the building, 
Kruer had all the units angled toward the 
southwest so every living/dining area would 
have a bay view. Common corridors and ele- 
vators to the units are located outside the 
building on the back so they don't interfere 
with the view orientation. 

Using the full allowable density of 1.9 sq. 
ft. of living space for each sq. ft. of land area, 
Kruer put four levels of condos over two 
levels of parking. As a result, even the first- 
floor units are high enough to have a view. 

Aiming the living areas of all units toward 
the bay created interesting angles in walls, 
room shapes and entryways. 


"Next to the view, those angles were the | 


key sales feature," says Kruer. "Everyone 
commented on them, and buyers loved 
them." 


Price: 
very low for 


| the location 


Even after increases of up to $10,000 on 


some units, prices ranged from $45,000 to | 
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CONDO REPORT CONTINUED 


$73,500 and averaged $55,000. Premiums 
for the better views on upper floors averaged 
$3,000 per level. 

“We were selling high-rise views for low- 
rise prices,” says Kruer. "We could have | 
built a Type 1 steel and masonry building, | 
like so many of our competitors, that would | 
have sold for $60 a sq. ft. and taken 2% years 
to finish. But we opted for a wood-frame | 
structure that we could sell for $38 to $46 
a sq. ft. and build in less than a year." 


Maintenance fees: 
deliberately low | " 


Before building BayVu, Kruer asked tenants | 
of 350 rental apartments which he owns in 
San Diego what objections they might have 
to living in a condominium. The most fre- 
quent answer: fear that operating costs 
would become prohibitive. 

So Kruer eliminated three costly mainte- 
nance headaches (and saved $80,000) by not 
building a tennis court, swimming pool and 
clubhouse, even though lenders and a mar- 
keting consultant said these things were 
necessary. The project's only amenities are 
a hydrotherapy pool and two gas barbecues. 

Further, by eliminating interior corridors 
(also over the objections of local lenders], 
Kruer further cut maintenance costs and ob- | 
viated the need for future carpet replace- | 
ment. Salesmen made an effective selling | 
point of those cost-saving features. 

As a result, monthly maintenance fees, ú 
determined by unit size, were budgeted at | i 


relatively low levels: $41.50 to $44 for | 


BayVu's 36 two-bedroom units and $61 for 
| CONTINUED 
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destrian entrance /above) leads 
to a walled courtyard (left) on the 
hill side of the building. Stairways 


d balcony corridors are 


he 


le so as not to interfere with t 
w. Exterior corridors require no 
pets, thus eliminating a high 
Bintenance item from the com 
ion fees 


or plans of BayVu's four model 
hits are shown at right. ^A" model 
s 1,27 
O to 


ors have a better view and so cost 


ft., is priced from $45 


2,950 (units on higher 


! 


gre), and comprises 30% of the 


tal mix. “B” model has 1,310 sq 


, is priced from $47,500 to $59,- 


), and comprises 40% of the total 
>” model has 1,435 sq. ft., is priced 
m $53,500 to $63,500, comprises 
% of the total. And "D" model has 
330 sq. ft., is priced from $68,500 
$73,500, and comprises 10% of 
e total 
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the four three-bedroom plans. And actual 
costs have remained at or below those fig- 
ures since the owners took charge. 

To promote all of these features, BayVu 


and at least half of them paid all cash. One 
reason: Mortgage rates were at 942 to 934 9o 


| during much of the sales period, and buyers 


was advertised in a series of print ads in the | 


San Diego Union newspaper and San Diego 
magazine, with radio commercials, on three 
highway billboards and by direct-mail 


pieces, sent to a list of professional people, | 


| apartment dwellers and homeowners in the 


surrounding neighborhood. The project bro- 
chure was printed on two grades of paper- 


sales office, lightweight for mailing in stand- 
ard No. 10 envelopes. 
Kruer's partner, Arthur Fitzpatrick, is a 


| veteran ad man and commercial artist; he 


designed the ads and wrote the copy, keep- 
ing the cost of the entire campaign to 
$38,000—or less than 2% of total sales 
(which were $2,250,000). 

Because the noise from nearby Lindbergh 
Field could have created adverse publicity 
from early residents, Kruer took strong anti- 
noise measures. Exterior walls and roof were 
packed with sound-deadening insulation. 
And as an extra measure, he also sound- 
deadened all the interior partitions—at a 


cost of $7,000 


"We still get some sound transmission 
through the windows, but it's minor," says 


| Kruer. It can't be too bad, because Kruer 


himself lives at BayVu in a top-floor unit and 
the other residents have asked him to be 
president of their association. 


| stock: heavyweight for handing out in the | 


didn't want to pay those high rates. 

BayVu's success in the soft San Diego 
condo market so impressed local builders 
that the Sales and Marketing Council of the 
San Diego Building Contractors Assn. gave 
the project first awards for "Best Condo 
Over $50,000" and "Most Effective Ad 
Campaign" for 1975. 

The architect and engineer for BayVu was 
Burkett & Wong; planning and design super- 
vision was by A. M. Fitzpatrick; and land- 
scaping was by Walton Landscaping 


Pat Kruer started buying apartment build- 
ings in San Diego nine years ago when he 


| was just 21 and now owns 350 rental units 


in small buildings. A recent example of his 
success: He bought a 74-unit apartment 
complex near a shopping center two years 
ago, has since boosted rental income 25%, 
from $150,000 to $196,000 and expects an- 
other 15% increase in the next 12 months. 

Patrick Development Co. limits itself to 
one or two new projects a year. At present 
the company is finishing up a 27-unit condo 
workout in Los Angeles (in a joint venture 
with the lender who foreclosed it) and is also 


| starting a new 50-unit condo complex. 


The skeptical local lenders eventually 


supported the project, too. After Kruer ob- 
tained construction financing from Lincoln 
First Real Estate Credit Corp. in New York, 
his credibility rose and he was able to get 
commitments for permanent mortgages 
from several local banks. 

BayVu attracted the typical condo buyers 
it was designed for: empty-nester couples 
living on fixed incomes and working profes- 
sionals of all ages who like to live close to 
downtown. The majority of buyers were al- 
ready living in the immediate neighborhood 


H&H may 1976 


—H. CLARKE WELLS 


GRAND 
OPENING ??? 


With only 14 units left ?? 


Weli, you really can’t have a "GRAND 
OPENING unti! » piace is fin 


completely soundprooted 


SEE IT ALL AT... BAYVU 


eet. corner Kalmia 
and Sales 239-8867 


IT VERY WELL DONE! 


"e Is nothing comparable to 

vu for views, location and price. 
1 6 left under $55,000 . 
qualify for a TAX CREDIT. . 


We had many 
points of view. . . 


But there are only 15 left. 


Your chances of owning one of these 
incredible views has been more than 
Cut in HALF! 

Over 60*. of them have been sold in the 
‘iret six weeks! 

2 oF 3 bedroom units with up to 1830 sq t 


But... you will have a litte trouble hearing i, 
Because all of the interior anc enteno: wats are 
Insulated 


BAYVU convenient, dramatic, desirable 
Probebty the mos! desirable adress in at of 
San Diego and obvious!y underpriced! 


Prevue Bayvu Now! 
2414 Front Street comer Kain 
Information and Sales 229-8887 


"uen 


Love at first sight. . . 
see it tonight! 


When Less 
More... 


You have less of a chance to own one of 
these incredible views than you had last 
month 

Then there were 40 reasons to experience 
BAYVU . . . 40 practical luxury reasons 

so close to the heartbeat of a vibrant and 
beautiful city that you can feel it almost 
touch it. . . and you most certainly can see 
it! Along with theharbor, theislands, Pt. Loma 
and the sea! 


You'll have difficulty hearing it, as each 
wail, interior as well as exterior, is fully 
insulated. 


it will be hard to believe you're so close, in 
mr——— the beautiful trellised garden courtyard, with 
been ar the sight and sound of the copper mobile 
oe fountain, while sitting in the shade of the 
gnarled avocado tree, or just relaxing in the 
therapy pool 
Over 50% were sold in the first three weeks 
and that's . . . all the more reason to 


Preview Bayvu Now! 
BAYVU 2414 Front Street, Corner Kalmia 
information and Salos 239-8867 


A PATRICK DEVELOPMENT 


plu 


Advertising campaign for BayVu 
leaned heavily on the project's unu- 
sually fine view. This theme was 
pushed in magazines and newspa- 
pers with the ads shown here, and on 
billboards (far left, bottom]. Also 
stressed in ad copy: the close-in lo- 
cation, the amenity package (even 
though it was skimpy by conven- 
tional condo standards) and, once 
the project began selling fast, the rel- 
atively few units still left on the 
market. The reversed copy (white on 


1 P = g black) of the ads was especially ef- 
teil ges 7T 7 

Ap" "zem fective in newspapers because it 

What's Twilight” scene from Bays popped right out from conventional 


the Mata y bare Srta 


Newest? black-on-white ads 


BAYVU...In the heart of Banker's 
Hill, near the Fifth Avenue 

Financial Centre We ve just opened 
with the newest in design. latest 

in conveniences. the last word 

in practical luxury Irving at 

a price below what you would expect 
to pay. from the mid-forties 

In addition to spectacular views 

of downtown. the bay and beyond 
BAYVU offers you the best locaton 
in the city... Balboa Park 

only blocks away 

Downtown in just three short minutes 
Close to any one of a dozen sports 
and recreation areas. 

In short. the best access to 

a beautiful and active city 

yet set apart in a serene 

residential atmosphere 


BAYVU 2414 Front Street corner Kalmia 
Information and sales 292-0450 
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Site improvements, shown in the 
new plan above, included extensive 
landscaping, additional parking 
areas, reorientation of one tennis 
court so that players wouldn't look 
into the sun, and redesigned sec 
ondary entrance (directly above 
in plan). Other improvements, not 
shown here, were outdoor lighting, 
including night lighting of the 
tennis courts, and new signs and 
graphics. All site improvements 
were planned by George Mattarazzo 
of Hanslin Planning Associates, 
Manchester, N.H. 


The 168-unit project, in Hyannis on Cape 
Cod, Mass., opened in the summer of 1974. 
Nine months later not a single unit had been 
sold, and the lender, Republic Mortgage In- 
vestors of Coral Gables, Fla., had foreclosed. 

Today the project has been redesigned, 
remarketed, renamed—from Scrimshaw 


Village to Cape Crossroads—and reopened. 
Result: In four months, and with the busy 
selling season still ahead, 50 units, priced 
from $22,900 to $33,900, have gone to con- 
tract. 

The turnaround was engineered for RMI 
by the Green Co, a management/ 


| development firm of Centerville, Mass. 
| Green started studying the project in April 


1975, finished the study in June and began 


| the overhaul last July. 


“Originally, the basic error was a total 
lack of market direction," says Neil Glynn, 
Green's marketing vice president. “The de- 
veloper had no idea who his potential buyers 
were. He simply built the project, turned it 
over to a real estate broker and expected it 
to sell.” 

Green’s first step was to define the mar- 
ket. It turned out to be a mixture of retirees, 
childless couples, singles and second-home 
prospects. 

“For this market, mainly households 
without children, the original mix—72 
units with three bedrooms and the rest with 
two—was all wrong,” says Glynn. So Green 
is remodeling to offer buyers a prepon- 
derance of one- and two-bedroom units. And 
to correct design errors, the company is re- 


| vamping kitchens, enclosing patios and re- 
| locating the approaches to some units. 


The site, too, has come in for an overhaul 
although the original plan was, in Glynn’s 
words, "basically excellent.” 

Finally, Green launched an aggressive ad- 
vertising and on-site merchandising pro- 
gram. —ELIsE PLATT 


Some site improvements are shown at 
left. For a close look at other changes, see 
the next six pages. 
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Inside changes: 
How the 
model line 


was 
revamped 
and 
broadened 


From the original two-bedroom 
plan, a new two-bedroom layout and 
aone-bedroom plan were developed. 
In both cases, a partition separating 
the kitchen from the hall was re- 
moved to make the kitchen more 
workable, and a chair-height 
counter was added on the living 
room side of the pass-through to pro- 
vide a secondary eating area 
(photos). In the one-bedroom ver- 
sion, the partition between the hall 
and the second bedroom was re- 
moved to create a formal dining area 
opposite the kitchen. Model loca- 
tions were also changed—from an 
upper floor of a noisy front building 
to the ground floor of a quieter rear 
building. 


Here, too, one original plan spawned 
two new layouts—one with three 
bedrooms, the other with two. And 
again the original kitchen was im- 
proved. In this instance, cabinets 
and the partition between the 
kitchen and the livingroom were re- 
moved to provide easy serving 
access and an eatin area (large 
photo}. In the two-bedroom plan, the 
former third bedroom was turned 
into a separate dining room (small 
photo) by eliminating a partition. In 
addition, a partition between this 
space and the entry foyer was cut out 
to provide a formal approach to the 
dining room, and a dry bar was built 
into a former closet [smal] photo] 
Architect John Bloodgood of Des 
Moines reworked the plans and de- 
signed the model interiors. 
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Outside 
changes: 
How 

the buildings 
and 

grounds 
were 
improved 
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Main entrance. New landscaping | de MEL 
transformed the original scrubby- $ 

looking main entrance (right) into 
an attention-getter (above). A mani- 
cured lawn, distinctive graphics and 
alog wall set the tone for the project. 


Secondary entrance. This access to 
the project [below] from a busy road 
was narrow and potentially danger- 
ous. It was widened, trees were | 
thinned out to improve visibility, 
and an island divider was installed 
to control traffic flow (right). 


Central intersection. Formerly, the 
main entrance road and the two 
streets leading back through the 
project came together at a confusing, 
three-way intersection (above). So a 
gazebo (right) was built in the center 
of the junction to reduce traffic prob- | 
lems and guide visitors. Eventually, 
the gazebo will be enclosed to serve 
asa security officer's post. 


Approaches to units. Lack of privacy 
was a major problem in the original 
plan. To get to and from upper floors 
residents and visitors had to walk by 
the windows and sliding glass doors 
of lower units (below). Walkways | 
were moved away from the build- 
ings, and fences were built to form 
private patios in front of the ground- 
floor units /right). Some stairways to 
upper units were alsomoved. 


ET | 


Landscaping. Original attempts to 
| save trees and keep the site in its 
natural state resulted instead in a 
neglected, overgrown look (left). 
What's more, many trees were dying 
because of poor drainage and limited 
root space. To create a more orderly, 
d park-like environment (below), 
trees were thinned out, open areas 
were sodded and paved pathways 
were installed. 


Windows. Deep windows (above|— 
only 4" off the floor—were attractive 
but also a safety problem. To pre- 
vent accidental falls, railings were 
installed outside the lower half of 
each window [below]. 


Pool landscaping. Natural landscap- 
ing (see p. 65) was a natural nuisance 
around the swimming pool. Leaves 
and other debris dropping into the 
pool clogged the filter system, and 
trees blocked out the sunlight (top 
photo). Removing some of the trees 
left large gaps in the surrounding 
block-paved area. And because the $ 
original block could not be matched, 
the gaps were filled with sod (right). 


Pool location. The pool was in direct 
sight of a nearby parking lot—a situ- 
ation that detracted from the relaxed 
recreational atmosphere. So swim- 
ming and parking were screened 
from each other by building up a 
grassy berm (seen at right from the 
pool). 


Views. Unsightly neighbors—a 
local clubhouse (above) and a filling 
station—were another problem. 
They were partly screened off by 
planting black pines along the edge 
of the site (right). 
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OTHER CHANGES 


ing exteriors. Each building 
originally stained a different 
r. And that, along with brightly 
ted doors and trim, made for a 
al hodge-podge. Solution: Build- 
were restained in one of three 
er shades, and doors, trim and 
Fonditioner grills were finished 
hatch. Light colors were used on 
dersides of decks to brighten 
teriors of the units below. 


nage. Heavy rain, cascading off 
, caused flooding and washed 
greenery in the original project. 
solve the problem, gutters and 
spouts were installed, dry 


safety. To obtain a certificate of 
hpancy, the Green Co. had to 
out acceptable new safeguards 
n the town fire marshal. They in- 
e fire alarms and pulls on every 
rr, roof-mounted lights to signal 
location of any emergency and 
gnated fire lanes on the project's 
ts. 


mities. Formerly, tennis and 
mming were the project's only 
eation. Now an indoor recrea- 
center is being set up in a con- 
ed unit in each of the project's 
ildings. Each center will offer 
erent type of recreation. One is 
d room, one an arts and crafts 
and one a party room with a 
pool table, movie screen and 
e floor. Buyers' opinions will be 
ited before equipping the other 
e. Possibilities: a sauna and a 


Advertising: 
building 
anew image 
from 

ground zero 


Before the Green Co. could 
start selling Cape Crossroads, 
it had to erase any vestige of 
the Scrimshaw Village flop. 

The name change helped, 
but only with potential 
buyers who were not familiar 
with the local scene. So 
Green's ad agency—Hargood 
Associates of Provincetown, 
Mass.—came up with an art- 
ful exercise in image building 
by association: a tandem 
newspaper ad (right) that 
links Crossroads with Fal- 
mouthPort, Green's best- 
known and most successful 
Cape Cod project. 

For the most part, though, 
the ad campaign, aimed at 
prospects on the Cape and in 
Boston and using both news- 
papers and radio, stresses 
value. Typical copy: "Cape 
Crossroads will always be a 
value, but right now . . . the 
pricing is truly remarkable.” 

But what about the locals, 
particularly community lead- 
ers, who may have still had a 
negative impression of the 
project? To win them over, 
Green issued invitations 
(below) to a series of preview 
parties in the newly furnished 
models. 


f 


From $20,900 to $31,900. 


BUY 
RIGHT. 
NOW! 
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Do your prospects balk at buying because they're 
worried about the future value of your units? If so, 
you should know the status of... 


condos in the resal 


What's the key to strong demand? 


Are amenities a help or a hindrance? 


Is refinancing a problem? 


What do buyers know about condo management? 


Why do brokers shy away from resales? 


Market demand for secondhand condos runs 
from zero to high. And the same goes for 
appreciation rates. Some condo owners are 
cashing in on 18%-per-year appreciation, 
equal to that of neighboring single-family 
homes. Others are lucky to get back their 
original purchase price after three years of 
ownership. 

Strong sellers. Condo appreciation is de- 
termined first and foremost by location. In 
the Washington D.C. market, for example, 
the fastest-selling used condos are high-rises 
located in the city. Many are converted rent- 
al apartments in 50- and 60-year-old build- 
ings completely rehabbed without detract- 
ing from their early charm. 

“Younger people go for them,” says G. V. 
Brenneman Jr., a Washington condo-resale 
specialist. “Where else can they own a home 
in the city and walk to work? And they dig 
the Deco style, the high ceilings and the big 
windows.” 
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Annual appreciation rates for these in- 
city, high-rise condos: a consistent 15% to 
18% for the past four years, according to 
Brenneman Associates records. 

In the Los Angeles market, the fastest- 
moving condo resales are in new concrete- 
and-steel buildings at the beach. “Condos 
are all that’s available in the beach areas,” 
says Bob West, regional vice president for 
Walker & Lee Inc., a multistate western bro- 
kerage firm. “People who want to live at the 
beach have to take condos whether they like 
them or not.” 

West bought four beach-area condos three 
years ago for $21,000 each and estimates 
they would resell for almost twice that 
much today. “But build those same units 
inland in Orange County and you couldn’t 
give them away,” he says. “That’s a single- 
family market and people there have no de- 
sire or need for condos." 

Weak sellers. The  slowest-selling, 
slowest-appreciating condos are those in the 
remote suburbs. "They may have sold 
alright three years ago when they were new 
and 'condomania' was upon us," says Bren- 
neman. “But resales in those projects out in 
the boonies aren't too swift today." 

Design type has had a strong effect on ap- 
preciation rates. For example, many town- 


houses out in the Washington, D.C. sub- | 


urbs, despite their less convenient location, 
have been appreciating faster than 10% a 


year. On the other hand, many garden-apart- | 


ment condos, or flats, in the same suburbs 
have been experiencing marginal to zero ap- 
preciation during the same period. 

Bob West's records show much the same 
in his southern California market. Further- 
more, he says, the influence of amenities on 
resales is affected drastically by project de- 
sign: 

" Amenities in a garden-apartment condo 


| are often a deterrent because they're usually 


in the middle of the project and people don't 
like all the noise they create. Amenities in 
atownhouse condo are a definite advantage, 
especially if the complex permits children." 
West thinks the most looked-for buyer at- 
tractions in an apartment-style condo, next 
to location, are privacy and security. 

Quality of condo-association manage- 
ment has a critical effect on appreciation. 
The results of bad management—shabby 
building exteriors and landscaping—show 
up just as blatantly as do shoddy con- 
struction and poor design. 

“The problem," explains Brenneman, "is 
that the typical 5%-down purchaser who 
bought the cheaper condos is young and fi- 
nancially strapped. He’s had trouble keeping 
up with rising utility costs and trying to 
hold down maintenance expenditures, and 
he doesn’t want to contribute to reserve 
funds. The board of directors is in a constant 
political battle to get the funds needed to 
keep up.” 

Brenneman cites an apartment condo in 
adesirable suburb just six miles from down- 
town Washington. The design was "piggy- 
back" : two-level units on top of single-level 
units. A first owner of a bottom unit paid 
$28,500 in 1973 and resold for only $30,600} 
in 1975. "And he was tickled to get that,” 
says Brenneman. Reason: “The board of 
directors had created such problems in thel 
upkeep and management of the place that 
appreciation was only a fraction of what sur- 
rounding properties were getting.” 

Savvy buyers. Today’s condo resale buyer 
looks beyond the surface. He’s much bette 
informed than 1973’s new-condo buyer. 


We're hearing questions from resale pros- 
pects today that were never thought of two 
br three years ago," says Brenneman. “They 
even want to know the status of the associa- 
tion’s reserve funds and the basis on which 
hey're set up. Most of them are only first- 
time buyers, but they've learned a lot about 
ondominiums from the news media. The 
ashington Post raked over the condo busi- 
ess in this town to a fare-thee-well in 
1974." 

Condo owners’ attempts at self-manage- 
ment hurt property values in some projects. 
But even hiring a so-called professional 
management company to run things is no 
guarantee of smooth sailing. “After all," 
ays Ray Resler, "anybody can get into 
ondo management. You don't need any 
brains, money or office." Resler entered the 
business two years ago as founder of Com- 
munity Management Associates, based in 
Dakland, Calif. Now he and some fellow 
orthern California condo managers are try- 
gto eliminate "flakes" and amateurs from 
e business by helping to institute state- 
ontrolled standards for condo-manage- 
ment companies. First question: Should li- 
Fensing be under the purview of the state's 
Department of Corporations or the Depart- 
nent of Real Estate? 

"We're a long way from setting standards 
or this business," says Resler. One reason 
s the high rate of company turnover. His 
hewly organized trade association, Commu- 
pity Associations Management Institute, 
ost a half-dozen members to business fail- 
es just between fall and spring meetings. 
Reluctant lenders. Mortgage lenders 
en't helping the condo resale market. By 
d large, they shun spot loans on refi- 
anced condos because of the time and ef- 
ort involved. A condo resale lender has to 
valuate the management company, main- 
enance fee, owners' association and condo 
locumentation—all qualitative judgments 
at aren't necessary in financing fee- 
imple, detached homes. 

The most likely prospect for a loan on a 
efinanced condo is the project's original 


lender. And even then, getting a new loan 
on a secondhand condo isn't easy when 
money is tight and rates are high. 

"We had to use ‘moralsuasion’ to get origi- 
nal lenders to refinance condos back when 
money was tight," says Brenneman. "We re- 
minded them: ‘You guys have a respon- 
sibility here. You helped bring this condo 
into being. Now let’s not inhibit resales.’ 
When rates were 10-10%% and we had ex- 
isting 7⁄2 % loans that couldn't be assumed, 
we could usually prevail on the original 
lender to write a new loan at a rate some- 
where in between." 

Now that money is available and rates are 
lower, Brenneman is obtaining some refi- 
nancing from other lenders. “But only when 
they're savvy enough not to be afraid of 
condos and don't have to be taken through 
all the documentation." 

The only time condo refinancing is easy, 
according to Brenneman, is when the project 
is one of the relatively few approved by Fred- 
die Mac or Fanny Mae. "In that case," says 
he, "there's nothing to it." 

Uninformed brokers. Real estate brokers 
don't like resale condos, either. Walker & 
Lee runs a program to teach resale agents 
how to sell used condos. "But most of them 
don't understand it yet," says George Ful- 
ton, W&L corporate vice president. "They 
shy away from it." 

Brenneman has trade agreements with 
Washington, D.C. brokers by which he regu- 


larly swaps his firm's single-family listings 
for the others' condo listings. Washington 
has several large brokerage firms with yearly 
sales volumes in the $200,000,000 range, 
but few sell used condos. 

"Most brokers are very reluctant to get 
involved with them," says Brenneman. 
"Occasionally we find an individual agent 
who has sold one or two successfully and 
whetted his appetite, but even then he won't 
concentrate on condos." 

Bob West provides a clue to that reluc- 
tance. He says sales agents don't have time 
to do all the research they need to answer 
a condo prospect's questions: 

"If a salesman is showing units in three 
or four different projects, he doesn't have 
time to dig up all that information on each 
one. If he's lucky, a condo owner may have 
a copy of his CC&Rs. But even then the 
salesman doesn't have the three hours it 
takes to plow through the legalese to find 
out what the documents mean. We don't 
delve into all of that stuff until we know the 
prospect really wants to buy." 

Advertising for condo resale prospects 
presents problems, too. Brokers can't run 
photos of apartment condos the way they 
run photos of single-family homes. 

The most effective source of prospects for 
Brenneman is direct mail. Every condo sale 
in the Washington area is listed in a 
biweekly publication of title transfers that 
Brenneman subscribes to. He picks up the 
addresses and new owners’ names, logs 
them into his own filing system, then mails 
by name to the unit owners, using Xerox 
labels. Brenneman Associates also relies on 
institutional advertising in a local maga- 
zine, The Washingtonian, to reach upper-in- 
come prospects for the high-priced condos 
and co-operatives his firm handles, includ- 
ing The Watergate. —H. C. W. 
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out? 


Because it's hitting a market that's willing to pay high rents— 
high enough to put the project in the black less than a year after 
the first tenants began moving in. 

The project is Cabrillo Park in Santa Ana, Calif. Its rents range 
from $185 to $345—considerably ‘higher than average for the 
area. And the reason it can command those higher rents is that 
like most other new projects that are making it in today’s tough 
rental market [H&H, Sept., '75] it offers tenants a better environ- 
ment and better apartment layouts than are available in typical 
garden apartments in the area. 

Cabrillo Park's developer discovered a market for upgraded 
rental housing during the preliminary market study. It showed 
that many families could easily afford higher rents than they 
were paying in ordinary projects, but that they weren't moving 
because there wasn't anything better around. So Cabrillo Park 
was planned to attract this neglected market. 

The project filed its final notice of completion in March, 1975, 
and 157 of its 290 units had been rented by June. In October, the 
rent roll was generating enough cash to pay for debt service and 
all operating expenses. And within the next month or so, Cabrillo 
Park’s owners expect to be able to start paying a return to the 
investors 

While a high initial rent roll is the main reason Cabrillo Park 
is making out financially, it’s also doing well because the owners 
are squeezing money out of sources many apartment developers 
might neglect. For example: 

€ They're increasing maximum gross revenues with income 
from laundry and vending machines and cleaning fee forfeitures. 

e Starting this year, they're raising rents by increments of $10 
to $25 each time an apartment becomes vacant. And they will 
periodically raise rents of occupied units (they’re rented on a 
month-to-month basis) to keep them on the same level as turn- 
over apartments. (However rents won't be raised until any tenant 
complaint is satisfied.) 

There's another reason Cabrillo Park was able to move into 
the black so soon: "We set aside enough reserve to take care of 
operating deficits during rent-up so we wouldn't have to worry 
about borrowing additional funds," says Ed Hume, assistant vice 
president-property management for Parkcenter Corp., which 
manages the project and also holds 35% of the ownership. The 
balance is owned by several investors. 

How the project was planned, built and merchandised to at- 
tract high-rent tenants is shown at right and on the following 


four pages —JuNE R. VOLLMAN 


Project: Cabrillo Park, Santa Ana, Calif. 

DEVELOPER: O. K. Earl Corp., Pasadena, Calif. 

CONSULTING ARCHITECT: Rolly Pulaski & Associates, Balboa, Cali 
LANDSCAPE ARCHITECT: D. C. Fassnacht & Associates, Tustin, Calif 
ENGINEER: Hall & Foreman Inc., Santa Ana, Calif. 

MODEL INTERIORS: Blake Design, Los Angeles 
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CABRILLO PARK CONTINUED 


NY 


Superior 
environment 
brings in 
higher rents 


Half of Cabrillo Park’s 11.24- 
acre site is given over to land- 
scaping, waterscaping and wind- 
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JULIUS SHULMAN 


Superior 

floor plans 

bring in 

higher rents 

Cabrillo Park's six floor plans 
are a lot more like those found 
in for-sale housing than in rental 
complexes—another reason the 
project brings in higher rents 
than the competition. 

For example, even the effi- 
ciency plan (top, near right) has 
alarge kitchen, two entrances to 
the bath and outdoor storage. 

In addition to upgraded floor 
plans, all units also include 
dishwashers, continuous clean- 
ing ovens, large closets and indi- 
vidually controlled central air 
conditioning—amenities that 
aren’t usually found in the area’s 
rental stock. 

The most popular plan has 
been the one-bedroom with two 
decks (center, near right). It is 
also the most repeated (30%), so 
its initial rents of $215 to $230 
were from $8 to $23 less than 
those charged for the project’s 
other one-bedroom plan (top, far 
right]. 

"We deliberately priced that 
unit lower because when one 
plan comprises such a large per- 
centage of your total units, you 
have to make sure it moves," 
says Ed Hume. 
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CABRILLO PARK CONTINUED 


Lo i 
Model interiors: 
Strongly 
contemporary 
to attract a 
sophisticated 
market 


Cabrillo Park's market is pri- 
marily well-to-do renters rang- 
ing in age from the late 20s to 
the early 40s. 

So the project's model apart- 
ment interiors—like the project 
itself—are designed along con- 
temporary lines: Color schemes 
are bright and up-to-the-minute, 
and furnishings and accessories 
are modern, as the accompany- 
ing photos show. 

The bedroom setting immedi- 
ately below is from the project's 
most popular plan (see previous 
page). One of the apartment's 
two decks, visible through the 
bedroom window, is also acces- 
sorized in a contemporary 
motif—in this case with hang- 
ing plants. 

The other two photos show 
the living room and two-story 
dining area from the project’s 
townhouse plan. Here, too, the 
entire look—from fabrics to 
wall decor—is highly contem- 


porary. 


PHOTOS: JULIUS SHULMAN 
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To keep interest high during Ca- 
brillo Park's rent-up period, the 
developer planned a series of 
small display ads (some are 
shown here) to run in the clas- 
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Location is a big help in draw- 
ing tenants to Cabrillo Park be- 
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19% 
WINNERS 


Four First Honor Awards 
and 13 Awards of Merit 
have been announced in the 
1976 Homes for Better 
Living Awards program, 
sponsored by the American 
Institute of Architects in 
cooperation with House & 
HOME. 

This year’s First Honor 
Award winners include 
three custom houses and a 
rental complex 

Award of Merit winners 
include five custom houses, 
a merchant-built 
single-family development, 
condo and fee-simple 
multifamily projects and 
rental complexes 

The 17 winners shown at 
right were chosen from 371 
entries by two Juries—one 
judging custom houses, the 
other production housing 
—at a two-day session held 
at AIA headquarters. 

In making their 
selections, the five 
production-housing jurors 
found that the multifamily 
and merchant-built entries 
as a whole were very good, if 
not particularly exciting. 
And they were impressed by 
the obvious consideration 
that the architects and 
developers gave to integrating 
the housing with the sites. 

The custom-house jury 
lauded the overall high 
quality of the winning 
entries, noting the variety of 
design approaches resulting 
from site, climate and client 
considerations. They also 
noted that this year, none of 
the custom-house winners 
was an urban house. 

The HFBL program, now 
in its twenty-first year, is 
the oldest and largest design 
competition devoted solely 
to housing. More details 
about 1976 winners will be 
published in upcoming 
issues of House & HOME. 


CUSTOM-HOUSE WINNERS 


A 


FIRST HONOR AWARD: 


Arch.: Edward Larrabee Barnes FAIA; 


Bldr.: Horace Bucklin 


FIRST HONOR AWARD 
Arch.: MLTW/Turnbull Associates; 
Bldr.: Leo T. Thibodeau 


AWARD OF MERIT: 
Arch.: Daniel Solomon; 
Bldr.: Spring Construction 


AWARD OF MERIT 
Arch.: Kirby Ward Fi 
Bldr.: H. S. Meinberger & Son 


FIRST HONOR AWARD: 
Arch.: Hartman-Cox Architects; 
Bldr.: Leo T. Thibodeau 


AWARD OF MERIT: 
Arch.: Donald Jacobs AIA; 
Bldr.: Jay D. Baker 


Arch.: Booth & Nagle Architects; 
Bldr.: Phil Gregersen 


AWARD OF MERIT 
Arch.: Hobart Betts; 
Bldr.: MacDonald & Swan 


Custom-house jury, standing from left: 


Morton Rader, AIA, San Francisco; Alfredo De Vido AIA, 
New York City, jury chairman 
Walter F. Wagner Jr. AIA, Editor Architectural Record; 
Robert S. Shoemaker, architectural student 
Kansas State University. 
Seated: George W. Haecker Jr. AIA, Omaha 


PRODUCTION-HOUSING WINNERS 


OM: 


FIRST HONOR AWARD AWARD OF MERIT 
Arch.: Donald Sandy, Jr. AIA, James A. Babcock; Arch.: Willis and Associates Inc 
Bldr.: The Questor Group Bldr.: Fritz Properties 
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AWARD OF MERIT AWARD OF MERIT 
Arch.: Donald Sandy, Jr. AIA, James A. Babcock Arch.: Walz and MacLeod; 
Bldr.: The Questor Group Bldr.: Heritage Development Group Inc 


AWARD OF MERIT SMS Architects; AWARD OF MERIT: 
Associate architect: Donald Sandy Jr. AIA, James A. Babcock Arch.: Fisher-Friedman Associates AIA; 
Bldr.: C.E.P. Associates Bldr.: M. H. Podell & Co 


= —— Á————Ó 
AWARD OF MERIT: Arch.: Mackinlay AWARD OF MERIT AWARD OF MERIT: Arch.: Schoneberger, 
Winnacker/McNeil AIA & Associates; Arch.: Clark Tribble Harris & Li Architects; Straub, Florence & Associates; 
Bldr.: William & Burrows Bldr.: Headen & Co Bldr.: Staman, Thomas & Co. 


Production-housing jury, from left 
Edwin K. H« 
June R. Vollm à 


Ronald D. S 
Martin Poretsky, builder 
y Chase, Md 
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According to current wisdom, Dennis 
OBrien should be out of business by now 
O'Brien runs the Northern California divi 
sion of Kaufman and Broad, one of the 
country's better known  multiregional 
building companies. And most 
everyone is aware, multinationals—includ 
ing K&B—have been in bad trouble for two 
or three years now 

But Dennis O’Brien’s division isn't—and 
hasn't been—in trouble. He has delivered 
from 10% to 15% of K&B's total revenues 
right through the worst of the crunch, and 
stayed in the black every year 

Why is O'Brien making out when so many 
other multiregionals have gone down the 
tube? Because he and his parent company 
have established an operating relationship 
under which O'Brien is virtually an inde- 
pendent local builder. While K&B owns the 
division, O’Brien functions like an owner, 
and up to 60% of his own compensation is 
derived from his division's profits. He has 
almost complete autonomy. And he has 
used this autonomy to create a tight, effi- 
cient operation. 

In a word, O'Brien and K&B have managed 
between them to solve most of the problems 
that have sunk many of the big multire- 


as a 
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Lean management team 
(left) for K&B's Northern 
California in- 
cludes (! to rJ John Long, 
assistant division man- 
ager; E. J. Hederick, pro- 
duction manager; Stan 
Cook, marketing director; 
and Dennis O'Brien, divi 
sion manager 


Division 


Theatre of operation 
(right) for O'Brien's divi- 
sion stretches for more 
than sixty miles from Val- 
lejo in the north to San 
Jose in the south. K&B has 
nine projects now under- 
way in the areas marked 
by circled numbers. The 
divisional office is in Bur- 
lingame, about ten miles 


south of San Francisco 


gionals over the past few years. Here's how 


Problem: Unseasoned managers 


Like other multiregional builders, K&B ex- 
panded by leaps and bounds in the early 70s 
creating a constant demand for middle man- 
agerial talent. The demand was filled to a 
large extent by bright young men heavy on 
formal business schooling but light on prac- 
tical experience. They were pushed hard to 


| expand their divisions and their own abili- 


ties as quickly as possible. Attrition was 
high, and so was the incidence of error and 
failure in their divisions 


Solution: Slow down 

and let managers mature 

K&B has stopped expanding. Divisions are 
being consolidated. And mana 
ting more time to learn the building busi- 


gers are get- 


ness. 

John Long is one of the bright young men 
K&B hired in the boom years. In 1971, fresh 
out of Harvard with an MBA, he joined 
K&B's Los Angeles corporate headquarters 
as assistant to a senior vice president. Soon 
he was coordinating apartment production 
In a year he was moved to New Jersey to be 
controller and later financial vice president 


BURLINGAM| 
* 
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for the company's new high-rise condomin- 
ium subsidiary 

Last year, the subsidiary having become 
inactive, Long was transferred to Northern 
California as assistant division manager, 
which ma him President Dennis 
O’Brien’s number-two man. 

After four years I finally got an opportu- 
nity to learn all the phases of the business," 
says Long. "I never had the time before. We 
being pushed too fast." 
division, now eight years old, 


ces 


were always 
O’Brien’s 
has a relatively mature executive team. 
O'Brien has been with the division for seven 
years, Marketing Director Stan Cook and 
Production Manager E. J. Hederick for all 
eight years, and Controller John Zimmer- 
man for almost four. "We've got a little ex- 
perience under our belt—50 projects fin- 
ished in the last five years," says Cook. 


Problem: Deadwood managers 


In the boom years, the multiregional compa- 
nies were looking for results, not efficiency: 
Get into those markets and get some sales, 
no matter what it takes.' 

This approach required more and more 
people. Staffs grew, volume grew, but profits 
shrank. Overhead ate up the profits. Fat divi- 


sional staffs cost more money than they 
ould earn. 


Solution: Eliminate 
levels of supervision 


K&B Northern California Marketing Direc- 
or Stan Cook doesn't have a sales man- 
ager—he's the sales manager. Cook helps 
plan the product, then promotes it and fi- 
nally sees that it gets sold. He's responsible 
or an average of ten tracts at any given time. 
Construction Manager Hederick gets 
along without the two assistants he used to 
have. The superintendents in each tract re- 
port to him directly, as does the super in 
harge of off-site construction. 
OBrien considered cutting back his con- 
tracts department to one man instead of 
o, but rejected the idea. His reasoning: 
"That's a key control point. Those two buy 
everything in the home—all the labor, all 
e materials. We buy tough, at the lowest 
price. We won't start a job until we have the 
osts for the complete package, and we keep 
pdating the costs as the job progresses. Be- 
ause of that we've managed to keep our 
osts within 296 of projections." 
The customer-service department is 
large—six employees plus a manager. K&B 
eated excessive personnel needs in this 
prea in earlier years by offering a generous 
ve-year warranty. "People expect big com- 
panies to do more for their customers,” says 
O'Brien. 
But that policy was modified soon after 
e start of the company's earnings prob- 
lems. Now the company offers a normal 
Dne-year warranty and customer service 
Staffs are being pared down gradually as the 
five-year agreements expire. 


Problem: 
Nonproduction-oriented management 


oo many division managers for big build- 
g companies fancy themselves executives 
tead of builders. They spend too much 
ime at paperwork and meetings, too little 
at the building site. They have to devote 
time to big-company politics and jockeying 
or position when they should be worrying 
about scheduling, deliveries and product 
quality. 


Solution: Worry like a builder 


‘If I don't put 2,500 to 3,000 miles on my 
each month checking jobs," says 

O'Brien, "I feel out of touch." He spends 
about 25% of his working hours walking 
jobs. Stan Cook triples that, spending 75% 
of his time in the field and visiting each sub- 
division two to three times a week. 

One reason this is possible: AII the tracts 
are within 60-minutes' driving time from 

e division’s Burlingame, Calif. offices. 

Every Tuesday night at 6 p.m. O'Brien 
meets with his production and contracts 
managers to review every project in detail. 

ypical subjects: 

€ Status of houses under construction. 


* Projected delivery dates for each house. 

* Problems with subcontracts. 

© Status of preparations for upcoming 
house starts. 

Laterin the evening, the same group holds 
à second conference on future lot produc- 
tion. This is a series of progress reports on 
off-site improvements, grading and other 
land-development work. 


Problem: Too many corporate controls 


Red tape, burdensome reporting systems, 
frequent visits from and second-guessing by 
the home office did much to undermine the 
multiregional builders' branch operations. 
Too-tight corporate apron strings increased 
job turnaround time and slowed production. 
Efficiency, profits and morale suffered. 


Solution: Support 
instead of interference 


O'Brien gets support from the corporate of- 
fice in four areas: financing, design, engi- 
neering and purchasing. He reports to one 
person at the corporate office—the pres- 
ident. They meet at five-month intervals to 
review profits, selling rates and land acquisi- 
tion plans. 

OBrien can make minor acquisitions and 
sales without prior corporate approval; the 
cutoff point is $500,000. Deals bigger than 
that need corporate okay, as do any financ- 
ing commitments. 

In the past, O'/Brien's division had 
depended heavily on the K&B line of credit. 
He calls it the division's “lifeline.” But 
when K&B started posting financial losses, 
its credit suffered and O’Brien started going 
into his own marketplace for local borrow- 
ing. 

"Now," says he, "we aren't using cor- 
porate's line of credit at all." But, he adds, 
it's nice to know it's there. And now that 
corporate profitability seems to be return- 
ing K&B is rebuilding its credit, having 
signed a new $110,000,000 revolving credit 
agreement with a consortium of commer- 
cial banks last year. 

O'Brien's division also avails itself of 
K&B's in-house mortgage company, which 
last year arranged $100,000,000 worth of 
mortgages for K&B buyers at below-market 
rates. (However, some 65% to 70% of 
OBrien's sales are made with FHA 203b 
mortgage financing.] 

The K&B corporate architectural staff 
provides basic house plans. But finished 
plans and schematics are produced locally. 

A corporate engineer is available to re- 
view off-site plans, and can be called in for 
presentations at local planning commission 
meetings and public hearings. 

A corporate purchasing specialist visits 
occasionally to review purchasing policies. 
But all contracts are negotiated locally. 
O'Brien, however, does make use of the pur- 
chasing leverage that a national company 
makes possible. To gain price advantages, he 
negotiates national contracts through his 


own local suppliers for several K&B divi- 
sions at once. An applicance purchase was 
negotiated recently in San Francisco for the 
Southern California division and two divi- 
sions in the East, in addition to his own. 
Similar deals are made for roofing and plas- 
terboard. 


Problem: Loose divisional controls 


Constant monitoring by the corporate staff 
didn't foster self-reliance on the part of the 
divisions. Instead it fostered reliance on out- 
side monitoring of costs and profits. And un- 
fortunately, no outside monitoring system 
spotted mistakes and losses soon enough. So 
without tight controls of their own, the big 
builders' branch offices had to lose money. 


Solution: 
Independent reporting systems 


Besides the regular Tuesday night review of 
production and purchasing, O’Brien brings 
together his various department heads for 
other meetings: 

* Every Thursday morning at 7:30, 
everyone who manages or assists in manag- 
ing a department meets with O’Brien to re- 
view areas in which all have an interest. 
Each week highlights a different subject, 
e.g., the current quarter's housing produc- 
tion, progress being made in launching a 
new set of model houses. 

€ Every Friday, John Long meets with the 
mortgage company to review each sale in 
progress. “We keep track of every step from 
the sale to the closing,” says Long. “Has the 
buyer been interviewed, is the mortgage pro- 
cessed, is the house ready, have the papers 
been drawn, has the buyer signed, has he put 
up the money, are we ready to close?" 

€ Every other Monday, Stan Cook meets 
with all the salesmen for a review of sales, 
merchandising and advertising effec- 
tiveness. 

* Once a month O’Brien meets with the 
controller to review costs, overhead and fi- 
nancial items. 

In between meetings, accounting gives 
O’Brien: 

* Monthly itemized reports on individual 
projects and phases of projects showing how 
much money the division is making on the 
houses and what the costs are. “I see the 
actual cost of each plan we're building every 
30 days," says O'Brien. 

* Weekly reports showing whether funds 
budgeted for various weekly payroll cate- 
gories, like carpenters, laborers and host- 
esses, are exceeding the budget or not. 

* Monthly total operating statements. 


Problem: Lack 
of local know-how 


The big out-of-town builder with his out-of- 
town house designs met with local resis- 
tance more often than not. His exteriors or 
floor plans weren't quite right, or maybe he 
built the wrong-priced house in the wrong 
location. In any case, he often missed the 
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High-priced model—$72,540 

-is part of Danville station, 
a K&B project in Danville, 
Calif. Designed for a medium- 
income family buyer, it has 
four bedrooms and two and a 
half ths. Living area is 
divided into formal section, 
with living room and dining 
room, and informal section, 
with dining nook and large 
family room attached to the 


kitchen 


market because he didn’t know its local pe 
culiarities and tastes well enough. 


Solution: Shop local projects 
O'Brien covers every project in his San Fran 
cisco Bay market at least once a month. 

“We put all the prices on a board, theirs 
and ours, and look for untapped market seg- 
ments. When we find one, we see if we can't 
put one of our stock houses back into the 
line to tap it." 

O'Brien reviews a profile of all the divi- 
sion's buyers and cancellations each month, 
project by project. They are broken out on 
computer printouts by age, income, number 
of dependents, sex, marital status, previous 
residence, source of sale, options purchased, 
type of loan, reason for buying, type of em- 
ployment, location of employment and how 
many are married with working spouses 

Canceled sales are analyzed according to 
what caused them, e.g., change of mind, 
family problems, low ratio of income to car- 
rying costs, negative credit report, job 
transfer, transfer to another lot or unit, etc 

While the corporate office promotes 
standard house designs among its divisions, 
O’Brien maintains a high degree of design 
flexibility. His current offerings in nine proj- 
ects range from $28,975 to $79,950 
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Land costs of course have a strong effect 
on design and price. For example, K&B's 
low-priced New American Homes series 
gave the Southern California division its 
most active fourth quarter in history last 
year. The division repeated four low-priced 
models in six locations and sold more than 
500 of them. O’Brien’s division, on the other 
hand, was able to build just three projects 
using the American Homes plans, and prob- 
ably won't build many more. He explains: 
“The Southern California division can still 
buy $10,000 lots within 30 or 40 minutes' 
driving time from most of the county's em- 


| ployment centers. In Northern California 


we have to pay $16,000 for those kind of 
lots." 


Problem: 
Big land inventories 


When money was plentiful and building lots 
were cheaper, the multiregional builders 
bought land years ahead of production plans. 
They frequently bought the wrong land be- 


| cause they didn't know their local markets 


And because they bought such large chunks 
of it, they found themselves locked into bad 
locations for long periods of time. Large land 
holdings were costly to carry and they made 
the big builders so inflexible that they 


Low-priced model—$34,475 
-is part of King Ranch, a 
K&B proj i an Jose, 
Calif. A true "basic house," it 
has three bedrooms plus one 
bath backed up to the kitchen 
to minimize plumbing costs. 


couldn't move with changing market 
trends. 


Solution: Don't buy 
more than 200 lots at a time 


O'Brien looks for a turnaround time of no 
more than 24 months. Two recent projects 
of 110 and 150 units in San Jose were sold 
out in 18 months. "We don't commit our- 
selves to any market area for more than two 
years," says O'Brien. His tracts used to be 
concentrated in San Jose. But lately, land 
prices there have crept up to $14,000 for 
6,000- to 8,000-sq.-ft. lots, and O’Brien has 
gradually phased out and moved to other 
more profitable areas. He now has projects 
and satellite projects in five counties and no 
more than 24 months' worth of land in any. 
Instead of six tracts in San Jose, he has two. 

O'Brien started with the Northern Cali- 
fornia division as a land acquisition special- 
ist. He has watched land rise in price to the 
point of being a precious commodity. Says 
he: “If you can buy land cheap enough, you 
can sell anything on it because your prices 
are cheap. But when you can’t buy cheap, 
you've got to be careful. You don’t buy land 
these days unless you know exactly what 
you're going to do with it. Your marketing 
decisions are critical. —H. C. W. 
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PG Solarcool reflective 
ooks beautiful, 


Compared to tinted glass, 
Solarcool reflective glass adds less 
than 10% to the cost of a buildings 
total wall system. 

But it adds immeasurably to 
the way it looks. 

Its exciting, reflective esthetics 
lets you take light-commercial archi- 
tecture light-years away from the 
ordinary. 

And get better performance in 
the bargain. 

It may sound too good to 
be true. But it's really too good to 
pass up. 

Many architects and contrac- 
tors all over the country have 
already discovered the benefits of 
Solarcool reflective glass in every- 
thing from new construction to 
remodeling. 

Its reflectivity reduces solar 
heat gain. In double-pane construc- 
tion, it's an excellent insulator, too. 

And in any construction, it's 
beautiful. 

So treat yourself and your 
next building to Solarcool reflective 
glass. 

The small premium you pay 
for it really pays off. 

To find out more, see your 
local glass distributor, or write for 
our free booklets, Dept. H-56 
Solarcool, PPG Industries, Inc., 
One Gateway Center, Pittsburgh, 
Pa. 15222. 


PPG: a Concern for the Future 
1. Mesa Verde High Schoo 
Sacramento County, Calif 
Architect: Porter, Jensen & Partners 
Associate Architect: £ ( 
actor: Nimbus Cor 


2. Chamber of Commerce Building 
Ar ct: Fletcher & Valenti, PA 
Contractor: E. M. Scott Co 


Ww 


Denver Technological Ce 
Architect: ABR Partne 
Contractor: Olson Cons 
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Luxury effects with lower-cost grades. 


The economy grades of California’s luxury lumber are 

a practical means of enhancing the appeal and value of 
outdoor areas of large-scale building projects. 
Construction Heart, Construction Common and Mer- 
chantable redwood, popularly called garden grades, 

are priced far lower than kiln-dried grades. The natural 


knots and sapwood streaks in garden grades are particularly 
| g : I ) 


suited to those amenities that make outdoor space more 
useful and attractive, more pleasant and more saleable. 

For decks, trellises, fences, screens, sunshades, benches— 
even storage sheds and cabanas — the lower cost grades 

of redwood add the rustic beauty and weatherability 

of this prized natural building material, at a price your 
budgets can accommodate. 

So whatever your forthcoming projects — commercial, civic, 
or residential — be sure to include redwood in your plans. 
For data on specifying redwood, see the Redwood Landscape 
Guide in Sweet's, or write us at Dept. S. 


$& CALIFORNIA 
REDWOOD 
ASSOCIATION 617 Montgomery St., San Francisco, CA 94111. 


Redwood — a renewable resource. 
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Creek Homes in San Rafae 
and 
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you down. 

And 

absolutely 
oor you! 


e ve expanded. Into a lot of new 
cations. That means more people 

serve you...with a terrific selec- 
Dn of new products. 


‘Maryland, Washington, D.C., and 
arts of Virginia, West Virginia and 
elaware, we're now the distributor 
quality Fedders heating and air- 
bnditioning systems. Congoleum 
boring products, too. And, we ve 
/en expanded our well-known line 

masonry and gypsum products— 
stributing from Baltimore, Wash- 
gton, and Richmond. 


ow, more than ever, we ve got what 
bu re looking for. So, if you are 
hinking about starting a new con- 
ruction project—look to Keys for 
ick, windows and patio doors, fire- 


bms River, N.J. / Baltimore, Md. / Beltsville, Md. f 
301/937-8600 


D1/349-1776 301/792-7930 


Silver Spring, Md. / Springfield, Va. 
301/589-1771 


e 
places, roofing materials, cement and 
gypsum, fuel oil, specialized exterior 
coatings, paints, stains, masonry, steel 
bi-fold doors...and...well, literally 
hundreds of other building supply 
materials. 


And nearly all are ready for 
immediate delivery. 


E.C.Keys and Son. Now one of the 
nation's largest wholesale building 
supply firms. Call your Keys area 
manager. His number is listed below. 
He'll have what youre looking for. 


We've got what you're looking for. 


Kevs 


Corporate Headquarters: 
9015 Brookeville Road 
Silver Spring, Maryland 20910 


Richmond, Va. 


703/941-2900 804/644-2991 
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House & Home presents best sellers on 


HOW TO SELL MORE HOUSING 


Dave Stone 
tells 258 pages, 7'; x 10" $19.95 


HOW TO TURN WAVERING PROSPECTS 
INTO CONFIDENT HOMEBUYERS 


As an outstanding professional in face-to-face selling, Dave Stone knows 
exactly what it takes to turn wavering prospects into confident buyers 


Inhis new book on HOWTO SELL NEW HOMES AND CONDOMINIUMS 
Dave distills over thirty years of rich and varied selling experience as 
salesman, sales manager, sales trainer and sales consultant 


Dave Stone digs deep below the surface to give you aclear picture of how 
buyers and sellers react to each other. He shows both as factors in the 
human equation that tip the scale—and the sale—in one direction or the 
other 


HOW TO SELL NEW HOMES AND CONDOMINIUMS is a basic book 
about people—the people who buy homes from the people who sell 
homes. It brings to sight all the hidden worries, fears and hopes that 
motivate buyers and sellers alike. It shows how these powerful emotions 
bounce back-and-forth between buyer and seller. And it reveals how the 
salesman's own attitudes, moods and expectations become part of his 
own selling problem 


With style and wit, Dave Stone describes the thinking, planning and 
understanding behind successful strategy, selling tactics and selling 
lines that make the sale 


HOW TO SELL NEW HOMES AND CONDOMINIUMS was written not 
only to guide ambitious beginners, but alsoto updatehighly professional 
salesmen on the whole new set of problems involved in selling 
condominiums 


Worth the price of the book itself is the chapter on Selling Against 
Competition which compares buyer advantages of each type of housing 
to the disadvantages of each other type of housing. It provides instant 
leverage in knowing exactly how to approach almost anyone in the 
market for a new home or condominium 


That extrasaleisallittakestore-pay yourinvestmentin Dave Stone's new 
book on HOW TO SELL NEW HOMES AND CONDOMINIUMS over and 
over again. Make Dave's ideas work for you. Fill in the order form below 


D How to Sell New Homes and Condominiums: $19.95 
DO How to Decorate Model Homes and Apartments: $24.95 


E Y i SEND ME THE FOLLOWING 
- es: 


D Both Books: $44.90 


Your Name 


Firm Name 


Mailing Address — 


City 


State d Zip Code 


Carole Eichen 
shows 


156 pages. 50 color photos, 100 drawings, 10% x 10%, $24.95 


INTERIOR DESIGN IDEAS TO MAKE MODEL 
HOMES & APARTMENTS SELL AND RENT FASTE 


Builders and developers turn to Carole Eichen—prominent interio 
designer for the housing industry —for decorating ideas that match thei 
many markets for condominiums, rental apartments and single-famil 
homes 


You will turn to Carole Eichen's new book for design ides that put mor 
sellinto your model homes and apartments. You willfind an array of bes 
selling designs presented in clear-cut text illustrated with fifty large, full 
color photographs p/us before-and-after schematic diagrams that movi 
your mind from design problem to design solution to the ready-to-se 
results. 


Next best to having Carole Eichen on your own designstaff arethe specia 
insights she offers on the major elements of residential design: colo 
lighting, built-ins and accessories. You will value details of the decision 
making process for making fundamental judgments on 


How to match interior decor to your markets, 

How to make interior design costs pay for themselves 
How to keep abreast of current decorating trends, 

How to bring your models in on schedule, 

How to plan for effective model maintenance, 

How to coordinate salesmen with the marketing team, and 
How to put it all together for total impact. 


HOW TO DECORATE MODEL HOMES AND APARTMENTS spells ou 
the key factors to be considered in creating designs that sell kitchens 
bathrooms, living rooms, dining rooms, master bedrooms, children'd 
bedrooms, family rooms, built-ins, dens, sewing rooms, patios 8 
balconies, and the sales office in model homes and condominiums 


How to draw up a good contract with the interior designer how td 
control schedules, deadlines and the countdown for installations . ..ho' 
to avoid costly mistakes how to match design to your marke 
parameters in any locale at every price level make this book an effectivg 
working tool for making your model homes and apartments sell and ren. 
faster 


Add Carole Eichen's expertise to your own experience in selling homes 
Order the book today 


Mail coupon with remittance 
payable to 

House & Home Press 

1221 Avenue of the Americas 
New York, N.Y. 10020 
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92 Bathrooms 

94 Interiors 

98 Interiors 

00 Fireplaces 

06 Doors & windows 

10 Electrical 

12 Interior environment 
14 Interior environment 


Insulating skylight 
lets the sun shine 
in without letting 


heat leak out 


Skymaster consists of two 
layers of thermal-formed East- 
man UVEX plastic sheeting sep- 
arated by an insulating trapped- 
air space. The upper dome and 
lower diffuser sheet are elec- 
tronically welded together at 
the edges for permanent sealing. 
Skylight can be used anywhere 
in the house to take advantage 
B of natural light. At left it is 
shown illuminating an indoor 
garden. Normally a clear dome 
is used with a white diffuser 
B. panel to provide even light dis- 
| tribution without a glare. Light- 
ing quality can be varied as de- 
sired. For example, the spotlight 
effect over the indoor garden is 
achieved by using a clear dif- 
fuser. Colored panels are also 
available. Easy-to-install on any 
type of roof, the non-weeping 
: skylight comes in two styles: 
E self-flashing models (below) in- 
stalled flush with the roof plane 
and  curb-mounted versions 
. [center] for raised applications. 
Units come in a wide range of 
standard sizes. Tub-Master, Or- 
lando, Fla. circLe 275 ON 
READER SERVICE CARD 


Gliding tub enclosure provides wide open access 


Aluminum-framed ‘Glide-A- 
Matic" tub enclosure moves to 
provide easy access for bathing 
or cleaning the tub. Each door 
panel glides individually around 
the tub corner and stores against 
the wall Unit with built-in 
towel racks installs as easily as 
aconventional enclosure. Doors 
feature "hẹ" tempered glass 
panels, nylon race roller bear- 
ings at the top and nylon glides 
at the bottom. Unit fits standard 
5' tubs. Columbia Mfg., Gar- 
dena, Calif. circLE 276 ON 
READER SERVICE CARD 
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PRODUCTS/BALHROUMS 


Elegant 4"-centerset china faucet, 
“Corinthian” (left), is white with 
gold accents. Exposed metal parts 
are finished in bright or brushed 
gold. A line of tub/shower fittings is 
also offered. Bradley, Menomonee 
Falls, Wis. CIRCLE 200 ON READER 


Traditionally styled bath cabinetry, 
“Antique Oak” (above), includes a 
lavanity. Finished in a subtle white 
tone, doors are oak veneer panels in 
solid oak frames. A range of cabinet 
models is offered. IXL, Elizabeth 
City, N.C. CIRCLE 201 ON READER 


Economy-priced vanity, ‘Saratoga’ 
(below), comes in a creamy white o 
warm walnut wood tone and is pro 
tected by a clear acrylic finish. Uni 
has fully adjustable self-closing 
hinges. Nutone, Scovill, Cincinnati 
Ohio. CIRCLE 202 ON READER SERVICH 


SERVICE CARD 


SERVICE CARD 


Water-saving shower head, "321," 
delivers a satisfying spray pressure 
using less than two gallons of water 
per minute. Offered in four models 
(right) the self-cleaning mainte 
nance-free unit 1s easy to install 
Merwin, Dunkirk, N.Y. CIRCLE 203 


ON READER SERVICE CARD 


"Nersa-Wall" tub surround system 
[below]is designed for use with any 
conventional 5' tub measuring 30" 
to 32" wide. Panels are molded of 
polyester-reinforced fiber glass with 
a polyurethane finish. Borg-Warner, 
Mansfield, Ohio. crrcte 204 ON 
READER SERVICE CARD 


“Americana” vanity (above) hag 
door panels with a three-dimen 
sional basketweave design. The di 
agonal pattern creates interesting ef 
fects. Unit comes in white, walnu 
or fruitwood. Formco, Cincinnati 
Ohio. CIRCLE 205 ON READER SERVICH 
CARD 


Recessed medicine cabinet featured 
a frame and body molded in ond 
piece of polystyrene. Integral colo 
will not chip or fade. Easy-to-main 
tain clear polystyrene interio 
shelves are fully adjustable. Zenith| 
Primos, Pa. CIRCLE 206 ON READER 
SERVICE CARD 
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Compare Caloric and discover 


why other ranges don’t compare. 


A beautiful kitchen 
can do wonders in help- 
ing to sell a house. 
Especially when the 
range makes a woman 
hold her breath in 
admiration. 

Caloric ranges are built 
to do just that. Inside and out- 
side they're the most beautiful 
ranges in America. The most 
complete line of gas and electric 
ranges: self-cleaning, continu- 
ous-cleaning and standard 
porcelain —and the new 
smooth-top electric models. 

They re all designed for 
the most beautiful styling today. 
With modern wood-grain back 
panels. Elegant black glass 
oven doors. Easy-to-reach 
controls (but out of the reach of 
kids). And much more. 

Your customers won't find 
any other range that offers all 
the features and quality they'll 
find in a Caloric, gas or electric. 


Gas ranges with no pilot lights. 


Caloric gas ranges have an 
automatic pilotless 
ignition. They use 
3076 less gas than or- 
dinary gas ranges. 
The Ultra-Ray 
Infra-Red gas 
broiler uses 30% less 
gas, too—and gives 
meat a delicious 
char-broiled flavor. 
Caloric electric ranges 
have No-Drip edges around the 
cooking surface to keep spills 
off the sides and floor. And 
easy-slide utensil storage 
drawers. Hi-speed snap out 
units and many other tics 
women look for in an electric. 
Gas or electric, Caloric 
ranges have the easy-to-clean 
Tilt-Top cooking surface. Just 


| 
| 
| 


the pan clean. 
Quality is not 
P» skin deep. 


reliability, 

craftsmanship 

and perfrom- 
ance. And they have 

to be built in right from 
the start. So we use only the 
finest cold-rolled steel. 

We spot-weld the gas 
range chassis into a 
single tough unit. Then 
cover it with two coats 
of porcelainized enamel 
to add longer, rust-free life 
to a range. 

And we use stainless 
steel and other rust- 
resistant, corrosion-proof 
metals on the exteriors 


lift it up and wipe and interiors, instead of 52 


Quality includes 


1 


chrome. We even use 
steel ball-bearings 
instead of stick- / 
prone plastic glid- # 
erssodrawers 1 
willopen when € 
theyresupposedto. ~ 


Gas orelectric, 

Calorics are great salesmen. 
As people keep looking 

harder at what they pay for, the 

more beautiful a Caloric be- 

comes. Which helps you make 


pi the sale you're after. 
a 


i So call your 
P nearest Caloric repre- 
7 sentative and let 

m Calorics 85-year rep- 
ESA utation as America's 
BE finest range become 
Seam a salesman for you. 


N 
x 


Inside and outside, America’s most beautiful ranges. 


CALORIC 
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Long after most pet rocks have been 
stored away or fallen silently behind the 
cushions on the sofa, our pet rock 
(gypsum) will still be finding its way 
into the hearts of builders everywhere. 


But to really love it, you have to know 
it. Here are some things that will help: 


Know your rock! 

Rock identification is important since 
our gypsum rocks are liable to arrive 
in any of more than 150 product 
varieties. 


Here are telltale signs. 


Working rocks. 


Friendly old Gypsum Wallboard is the 
most easily recognized and most faver- 
ite of all our rocks. You'll know it by its 
characteristic V2" or Ss" thickness, its 
incredibly smooth surface, and a tell- 
tale blue border running neatly around 
its edge. It's a true and faithful rock. 


Show rocks. 

The showiest rock by far is Eternawall™ 
gypsum board. But, remember, even 
though it looks great in dozens of 
colors and vinyl surface textures, Eter- 
nawall is really a working rock at heart. 
‘Cause it's gypsum board clean 
through. 

(NOTE: Proper and complete rock 
identification is impossible without a 
definitive guidebook such as our own 
1976 Gypsum Board catalog which is 
available to our readers upon request.) 


Keeping warm. 

Our rock can keep peop/e warm! 
Especially our Regular Gypsum Insu- 
lating Board. With the special foil 
laminate on the inside (next to your out- 
side), it blocks out vapor, moisture, 
and cold 


Grooming and cleanline 
Our rock loves tubs and showers. Our 
Tile Backer Board, that is. Its special 
moisture resistance keeps it from sag- 
ging or soaking. 

Obedience training. 
Ordering a rock around is a lot of fun, 
if you know how! And here's how. 
“STAY!” or "SET!" This trick is "natu- 
ral” and a lot of fun for our Topping, 
Bedding, or Ready Mix™ joint com- 
pound rocks. Here's how it goes. You 
simply put them in place and quickly 
and firmly give the command, "STAY!" 
(Or, "SET!" if you prefer.) The pesky 
little devils won't move for love nor 
money. 

“Quiet.” 

(A variation of, "BE STILL'") 

Our rock is naturally quiet anyway. But 
our Sound Deadening Board actually 
reduces the noise made by less 
thoughtful elements—so it's good 
around homes, apartments, and motels 
where a high S. T. C. rating is golden. 


ant proof of how quiet Sound 
Deadening Board can be? Okay. Take 
piece of it out to a party. Tell it some 
bkes. Dance with it. Have a good time. 
ater, try to remember one thing it 
aid. See?) 


his is the favorite game of a// our 
ocks. And for our customers. 
Because, instead of just sitting there 
poking doleful like some rocks, ours 
re eager to go to any of our Registered 
Dealers ... anywhere in the U.S. You 

st give the command, and they'll be 

ere—in 72 hours or less. 

here's alot more, but we won't try 

o explain it here. Instead, why not get 
o know more about our rock (and how 
t can take care of you) by calling your 
earby G-P Representative. 


couldn't hurt. 


Part of our rock family at home. Left to right (TOP: 5-gallon tub Ready Mix" Joint 
Compound, Tape, 1-gallon can Ready Mix™ Joint Compound, Asbestos Free 
Bedding, Asbestos Free Triple Duty™ Joint Compound, All Purpose Joint Compound; 
BOTTOM: Asbestos Free Topping, Regular Wallboard, Firestop" Tile Backer, 
Asbestos Free Denswall Ceiling 

Texture, Asbestos Free Denswall 

Wall Texture). 


GeorgiaPacific Æ 
Portland, Oregon 97204 
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PRODUCTS/BATHROOMS 


Personal shower, “Daisy,” features 
three different sprays in a single 
head. Included are a vigorous pulsat- 
ing massage, a full-cone regular 
shower and an aerated soft spray. 
Head comes in four colors. Inter- 
bath, El Monte, Calif. ciRcLE 207 ON 
READER SERVICE CARD 


Heart-shaped whirlpool tub, the 
"Baja Luv Tub," comes complete 
with a 1-hp air injector and 75 air jets 
for overall massage. Tub is vacuum- 
formed acrylic with fiber glass and 
polyester resin backing. Baja, Tuc- 
son, Ariz. CIRCLE 208 ON READER 
SERVICE CARD 


Pulsating showerhead provides mas 
Sage action or conventional spray 
Rotating the collar shifts the setting 
In the pulsating position the spray 
consists of three different-velocity 
stimulating jets of water. Alsons 
Covina, Calif. crrcte 209 on 
READER SERVICE CARD 


One-piece acrylic vanity lavatory comes in a choice of satin or polished 
finish. Offered in three colorations in 25” or 31” widths, the lav resists im- 
pact, chipping, stains and rust. Easy-to-maintain unit has an integral back 
splash. Kohler, Kohler, Wis. CIRCLE 210 ON READER SERVICE CARD 


Model 1700 Scald-Guard bath valve 
features an exclusive patented Hot 
Stop Button™ to protect against ac- 
cidental scalding. The series has 
decorative rectangular escutcheons 
with large easy-to-operate-and-clean 
chrome handles. Delta, Greensburg, 
Ind. CIRCLE 212 ON READER SERVICE 
CARD 


High-styled faucet, “Classic,” has a 
low noise level that cannot be hear 

through walls. Unit with an inter 
changeable cartridge incorporates 
water-saving feature. Handles are| 
color coded for hot and cold. Grohe, 
Elk Grove Village, Ill. CIRCLE 211 on 
READER SERVICE CARD 


Stationary massaging showerhead, 
‘Pulsation,” (above) is chrome- 
plated brass. Unit delivers stimu- 
lating pulsating jets of water or a 
steady stream shower An easy-to- 
operate lever on the collar controls 
the spray. Moen, Stanadyne, Elyria, 
Ohio. CIRCLE 213 ON READER SERVICE 
CARD 


Fiber glass tub surround kit is designed for easy installation in any standard 
5' tub area. Three adjustable panels of molded fiber glass cover an area up 
to 62" wide and 58" high. Kit is offered in white, gold or blue. Marlite, Dover, 
Ohio. CIRCLE 214 ON READER SERVICE CARD 
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Offer home buyers extra eres 
elegance at every doorway. 
Caradco s Interior Sculptured Doors 
are the decorator focal point in every 
room in the home. And they give better E 
performance than panel doors at a i i 
moderate price. j i f ! 


Caradco's Interior Sculptured Doors H j 
have the look of luxury that goes so l h 
beautifully with the fine furniture look ; 
your buyers want. Deep, clean carved 
panels are fashioned from one-piece, 
wood-grained, molded faces that won't 
split, check, shrink or show paint lines. 


lj 
f 
t 
p 
b 
Hi 


And Caradco does the entire manufac- 
turing job, right up to the factory-prime 
on all doors. Makes final finishing 
especially easy, whatever the choice of 
finishes. You know the completed door 
will have a true decorator look. 


OIE 


Ask your Caradco distributor about his 
complete line. It's really your doorway 
to greater sales opportunity. 


TIN 


Saves energy naturally 
Caradco Window and Door Division 


adc 
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PRODUCITS/LN LERIUKS 


Vinyl wallcoverings coordinate with no-wax 
flooring to make up the "Decoresq Collection." 
Wallcovering in four colorations is pretrimmed 
prepasted, washable and strippable. “Cleves” pat- 
tern is shown. Armstrong, Lancaster, Pa. CIRCLE 
215 ON READER SERVICE CARD 


Acrylic-coated wallcovering for the. kitchen 
"Flower Pops” (right), is part of the "Right On 
Collection Vol. II." Washable, prepasted material 
is available with coordinated cotton fabric. Impe 
rial, Cleveland, Ohio. CIRCLE 216 ON READER SER 
VICE CARD 


Hardboard paneling with abstract marble-like 
pattern, "Mystic" (below), coordinates with 
bathroom fixtures and accessories. Prefinished 
paneling offered in four colors has a satin gloss 
finish. Marlite, Dover, Ohio. CIRCLE 217 ON 


READER SERVICE CARD 


Plywood paneling, "Weathered Aspen Peg-N 
Plank" (right), has the natural knotted look and 
texture of old barn wood. Panels with one-piece 
face may be nailed or glued in place. Six finishes 
offered include grey, brown, red and charcoal. Iron 
Wood, Bessemer, Mich. CIRCLE 218 ON READER 
SERVICE CARD 


Custom hardwood paneling features natura 
knots and worm holes. Factory-sanded solid '4" 
or ?4"-thick paneling is easy to install. A choic 
of woods in random or specified lengths is offered, 
Wood Mosaic, Louisville, Ky. CIRCLE 219 ONI 
READER SERVICE CARD 


Interior/exterior grillwork panels, "Filigrille" 
[below], can be used as room dividers, screens, o 
trellises Unfinished panels in eight patterns ar 
*&" particleboard. Standard sizes: 2'x6' and 4’x6’ | 
Evan Alan, Redwood City, Calif. circe 220 on} 
READER SERVICE CARD 
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Vinyl wallcovering with a three-dimensional 
look is available in styles that complement any 
decor. "Textures Unlimited" line includes "Cor- 
tina" (above left) and "Martinique" (above right). 
Fourteen embossed designs are offered in 122 col- 
orations. B.F. Goodrich, Akron, Ohio. cIRCLE 221 
ON READER SERVICE CARD 
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reat 995 


Getting 9 mi 
10 be 9 nabit with Dodge. 


BENCHMARK 


BRINGS YOU THE MOST 
EXCITING NEW LOOK 
SINCE WE PIONEERED 
SCULPTURED INSULATED 
DOORS... aa 


CORDOBA 


Designed to help you sell. 
Dramatic Mediterranean 
styling in deep-embossed 
elegance. On both sides. 

Start closing the sale 

when you open the handsome 
Cordoba to home buyers. 


Cashin with today’s boomin 
steel doors. With Benchmark 
quality features your 
customers can see and feel. 
The solid, burglar-stop- 

ping feel of steel. Money-saving insulation. Extra security. Easy 
maintenance. 


Insulation exceeds storm door plus wood door. Leave Cordoba's 
beauty exposed because Benchmark gives you 2% times the 
weather-stopping value of solid core wood doors. Seals out heat 
and cold with magnetic refrigerator-type weatherstripping, adjust- 
able sweep threshold. 


Save money on call backs. Install Benchmark's sturdy steel con- 
struction, and forget expensive trips to fix warped, sagging or 
cracked doors. 


Easy-to-install package. Saves money on labor costs, time. Bench- 
mark doorsare pre-finished and pre-hung. Complete with wood or 
steel K.D. frames to fit standard rough openings. 


Great for replacement doors. Remodelers and do-it-yourselfers 
can install this complete package easily with simple tools. 


Firerated. Benchmark helps you meet codes with Class B 1% hour 
label, or 450? heat rise. With Benchmark, fire safety comes in 
traditional, modern, Mediterranean or flush door styles. 


Move upto the “Seller” Door. Write, or call, for full pricing and de- 
livery details. Benchmark Sales Manager. 703/371-5700. 


Benchmark. 


the standard by which others are measured 


GENERAL 
PRODUCTS 


companyinc. P.O. Box 887, Fredericksburg, VA 22401 
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Classified Advertising 


The market-place for the housing and light construction indus| 


POSITIONS VACANT 


EXCITING 
PROPERTY MANAGEMENT 
OPPORTUNITY 


Immediate opening for career oriented pro- 
fessional with 25 yrs. management ex- 
perience in hotel/motel, real estate or 
property management. Intensive training 
and unlimited growth opportunities with 
nation's most progressive property man 
agement company. If you are personable, 
aggressive, results oriented candidate we 
seek, you will receive top salary, compre- 
hensive benefit program, and bonus 
opportunities 


Mail resume and salary history to 


Stephen Swaner, Personnel Director 
& B Development Co. 
2222 Corinth Ave., 
Los Angeles, CA 90064 


POSITIONS WANTED 


Financial Executive—Heavyweight 

Listed co. V.P. Controller — CPA 
(Big 8 exp.)—Attorney— Acquisi- 
tions, financial controls, taxes. 
Exp'd. real estate, construction in- 
dustries. Combines technical skill 
with imagination. $28-32,000 re- 
quired. For resume: PW-1081 
House & Home. 


Business-Development Oriented In- 
terior Designer wishes to associate 
with Fla. Development firm. P.O. 
Box 190, Elgin, Illinois 60120. 


ORDER FORM 
(NON-DISPLAY) 


Rate Per Line 1X 
or Fraction: $5.95 


2X 
$5.75 


BUSINESS OPPORTUNI 
Portable “Fold out” build 
product line concept requires I 
ness affiliation. Write: Folds 
P.O. Box 2711, Kenwood 
Toledo, Ohio 43606. 


SELLING OPP. AVAILAB 


Manufacturer's Representa 
Wanted to sell new energy sq 
foam sealant that stops air in 

tion. Must now call on m 
builders and wholesale building 
terial distributors. Opportunit 
get in on ground floor of expa 

marketing program. Protected t| 
tories. Reply stating major | 
territory covered and nature of 
tomers. RW-1013. House 

Home. 

Large Manufacturer of custom 
production stairs and stair p 
needs solid representation in 
following areas; Delaware, M 
land and Virginia; Western Pa. 
Ohio, Upstate New York; ] 
England. Send response and res 
to RW-9957, House and Home. 


SELLING OPP. WANTED 
Manufacturer Agent in Ca 
wants new line for renovation ce 
& hardware store in Quebec 
times and Ontario. More than 
dealers to call. Albert Girard, 
Laurentides Boul. Pont Viav, L. 
P. Quebec, Canada. 

BROCHURES 
Brochures of Home Design 
sizes and styles. Write The H 
Shop, Inc., (A Mississippi Co 
ration), P.O. Box 16332, Jack 
Miss. 39206. Include $2.00 
postage and handling. 


Classified Advertising Department 


HOUSE & HOME 


P.O. Box 900, New York, N.Y. 10020 


3X 4X 
$5.60 $5.35 


> 
e 
e 
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| 

| 

| 

| 

| 

| O Use Box No. (or) 

| D Use My Name and Address 
| 

3 


O Bill Me (or) 
O Check Enclosed 


MAKE 
ORE MONEY 
ON THE SIDE 


with new Norandex 


foam-laminated 


aluminum siding 


Your customers have had 
enough of skyrocketing heating 
and cooling costs. That’s why 
they'll be ready and eager to cut 
those costs dramatically with 
Norandex insulated aluminum 
siding. 

Norandex insulated alumi- 
num siding is backed with 
molded, polystyrene foam...the 
same high-efficiency insulating 
material used in home refriger- 
ators, cold storage rooms and 
other applications where tem- 
perature control is critical. One 
of the best thermal barriers on 
the market. 

Nor-guard insulated alumi- 
num siding actually provides 
18% more insulating value than 
8" cinder blocks, 27% more 
than fiber-backed aluminum 
siding, 51% more than 8"con- 
crete blocks and 62% more than 
1/2" wood lap siding. Nor-guard 
gives heat and cold protection 
equal to a 15" brick wall!" 


Our reputation is building... . 


norandex 


7120 Krick Road / Cleveland, Ohio 44146 


CIRCLE 97 


.Nor-guard 


INSULATED PRODUCT 


Norandex insulated alumi- 
num siding not only saves 
energy, it provides insulation N d 
against outside noise. It's avail- MEER ctr lux : 
able in 10 popular colors in insulated aluminum 


buit acini fe end terrd Bh siding gives you more profit and 
more volume because it gives 


you more to sell in terms of 
energy saving, beauty and dur- 
ability. Approximately 30% of 
all siding sold now is insulated 
and the market is growing big- 
ger everyday. Get your share 
with reliable Norandex quality 
and prompt on-site delivery 
now. There’s a Norandex ware- 
house near you. Call or write 
today for complete information. 


ishes. And it carries the 
Norandex 30-year guarantee. 


"Reference: ASHRAE Handbook of Funda- 
mentals — 1973 and Independent Testing 
Laboratories. 


insulated aluminum siding. 
O Tell me about the comp! Norandex line of 
. quality building products. 


BUILDING MATERIALS 


ON READER SERVICE CARD 
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Prefinished wall paneling, “Cascade Birch," he 
a birch woodgrain pattern on plywood or har 
board. Light-hued "Mt. St. Helens," mediun 


R | S i 

= J ® hued “Mt. Jefferson," and dark-toned "Mt. Baker 
— are offered. DG Shelter, Portland, Ore. CIRCLE 22. 

WI ON READER SERVICE CARD 


: A : Plywood paneling, "Branding Iron” (below), hal 
Lee oe ge 36 plexes, with Hambro® Composite Floor and a weathered look. Grain and knot patterns ar 
roof deck. 


highlighted by steel brushing. Four-plank 4x 
. "T anels are grooved 12" on center. Finish is smoke 
Wed., Feb. 4. Main Floor: Hambro? joists set, roll bars di Me id i <a 
placed with forms and mesh, and stripped after the pour. | ON READER SERVICE CARD 
13.69 man hours per 1,000 sf. Temperature +8° F, wind 


chill -40° F to start and down to -63° F wind chill. Heated 
from below. 


Tues., Feb. 10. Temperature +40° F. Complete labor, erec- 
tion and stripping after the pour, 11.16 man hours per 
1,000 sf an increase of 18.5% in savings. 

Rick Schmidt, Supt. for ASP Const. Co., says he ex- 
pects to increase their efficiency to at least 25% better then 
his first Hambro® Deck. That's a real saving, not only in 
labor costs, but in earlier completion and job continunity. 


Durable vinyl wallcovering, "Cordero" (below 


At first Rick was concerned that something might be wrong features puckered stripes. Part of the "Vicrtex 

because the Hambro® system was going too fast. But collection, material resists scuffs, will not mi 
2 D E TM à dew and can be cleaned with soap and water. L.H 

Hambro's? factory engineer was quick to visit the job and Caent Mikara NU. ciae 304 ces bance 

reassure everyone that all was usual and typically "no prob- SERVICE CARD 

lem" for Hambro®. "We are tickled pink at the way it is | 

going,” said Art Pederson, ASP Const.’s Project Coordina- 

tor. Cost is considerably less than the precast system they 

were using on their other units. 


HAMBRO® offers 2 & 3 hour fire ratings, UL Designs G524 & G525, w 
the Hambro joist only. Achieving an unparalleled STC of 57, this s 
ible, poured-in-place floor system is ideal for precast walls as well: 
or steel frame buildings. Why not find out how HAMBRO® can save you nm 

of time and thousands of dollars while giving you 3 times the quality? Get t 
facts NOW! 


For the name of your local represen 
tative contact in the UNITED STATES 
114 E. 25th Street, Baltimore, Md 
21218. Tel. (301) 338-0800; in CAN E na 
ADA contact 270 Rue de Touraine, 


Montreal, Quebec. Zip code J4B | 
5E4; Tel. (514) 527-8031 : 


* Canam Hambro Systems, Inc. 1976 


Formica"/Sanitas" wallcoverings are now offer 
with matching lighting fixtures. The line consis 
of seven patterns of the easy-to-maintain wall 
covering in a variety of colors. Tiffany-style dom 
lamps feature permanently fired and baked de 
sign. Gramercy Park, Peekskill, N.Y. circe 225 
ON READER SERVICE CARD 
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It was a time of leadership 
in an era of true craftsmanship. 
Valley remembers both. 


These same elements We are honored to be 
of America’s greatness are associated with the 
also responsible for Valley's craftsmen of our industry 


growth and acceptance. today —the plumber, N 
Valley salutes the builder, architect and all VALLEY FAUCET 
craftsmen and leaders of others that help make Diei as Uno os Sealer lied 


Plano, Texas 


America’s past and present. America’s building 


industry the greatest. 
Subsidiary of Hydrometals, Inc. 
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PRODUCTS PIKRErLAULo 


Zero-clearance fireplace with w 
mp - m tized single face is easy to instal| 
e : ; Cool air inlets on both sides q 
i p screen pocket allow a 6" raised 

"i hearth. Firebox uses either 8" or 1( 
superi flue systems. Superior, Fullerto: 
= Calif. CIRCLE 234 ON READER SERVI 
CARD 


Heating device that improves fird 
place efficiency, "Super Energ 
Grate” (below), consists of a blow 
and a manifolded grate. Air is forc 
through the grate and comes back d 
heat the room. Unit is 14-gauge c. 
bon steel and fits standard fir 
places. T.S.L, Fairfield, Pa. CIRC 


235 ON READER SERVICE CARD 


Sturdy Franklin-style fireplace is a 
UL-listed, heavy-gauge steel unit 
Deluxe model shown above comes 


with brass-trimmed bi-fold glass 
doors, decorative brass eagle, heavy- 
duty grate and 6' flue. Empire, Belle- 
ville, Ill. CIRCLE 231 ON READER 


SERVICE CARD 


Heat-circulating fireplace (left) fea 
tures rotary controls for convenient 
damper operation. Double-wall ma- 


sonry-installed unit has 
type chamber for maximur 
air flow. Firemagic, Santa 
Springs, Calif. CIRCLE 232 ON 


READER SERVICE CARD 


Freestanding electric fireplace, "Jupiter," comes complete with all connec 
in simulated hammered brass, copper and pewter finishes and in black. — ingparts, a6' cord and an electric log set. Easy-to-install unit includes 1500 


X 3 r 1 s } : 
Height is 42"; widths ar in its base. Matte black and five colors are offered. Majestic, Hunting 
] LE 236 ON READER SERVICE CARD 


Decorator hood for fireplaces is easy to clean and install. Unit is available 


42", 48" and 54". Screen may be attached. Swanson 
3 


Owosso, Mich. CIRCLE 233 ON READER SERVICE CARD ton, I 
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KPANDABLES 


The Kingsberry Man 

can help with yours. 

Because the new “Family Planner” 
Kingsberry Homes can let you talk 
house now to prospects who might 
otherwise have waited until later to 
buy. A “Family Planner” Kingsberry 
Home (The series includes as many 
as 30 of our outstanding designs.) 
does it with unfinished living space. 
That’s space your buyer doesn’t pay 
full price for until it’s needed, sub- 
stantially reducing the initial cost of 
the home and making immediate pur- 
chase realist s the young family 
expands, the Kingsberry Home ex- 
pands. Meanwhile, your market— 
and your profit-making opportunities 
—expand, too. In fact, they’re practi- 
cally endless. And the beginning is 
here now. As soon as you send in the 
coupon. 

It’s all the help you can get. 


KINGSBERRY HOMES 
— 


Boise Cascade 
Manufactured Housing Division/Eastern Operations 


Frank D. Carter, Director-Marketing 
Kingsberry Homes Dept. HH56, 

61 Perimeter Park, Atlanta, Georgia 30341 
(404) 455-6161 


Name 
Firm 


Address 


Phone 


Lots ready to build on: 

p None, [7 1-10, g 11-225. D 26-50 
Units built in past yea 

[ None, D 1-10. O 11-25 


D Single Fam. [1 Multi-Fa 
Ki ry Homes are d 
area of the Mid-West, Mid 


Alabama. Lowa. Oklahoma, Pennsy 


CIRCLE 101 ON READER SERVICE CARD 


Saves you up to 50% o 
30 Ib. dryers. New Mayta 


Here's another "first" from the dependability peo- 
ple, to help you cope with the energy and space 
crunch, whether you're simply replacing your old 
dryers or equipping new laundry rooms. 

The exclusive new Maytag D21 Dial-A-Fabric 
Dryer is actually two single-load dryers stacked 
one on top of the other. Each works indepen- 
dently of the other. 

Big Energy Savings 
With both units operating, the Maytag D21 can 
save you as much as 40% to 50% on gas, com- 
pared to regular 30-Ib. dryers. It can save you 20% 
to 3096 compared to 30-Ib. dryers with electric ig- 
nition, factory-built heat reclaimers and lowered 
Btu input. The electric model uses only half as 
much electricity as 30-Ib. electric dryers. 
Big Space Savings 

The Maytag D21 takes only half the space of a reg- 
ular 30-Ib. dryer, giving you unique flexibility of 
arrangement. You can bank them along a wall. Or 
break up a large laundry room into inviting per- 
sonal areas by grouping washers and dryers in 
functional clusters, with a dryer for every washer 
—thus eliminating annoying waits. If you now have 
single-load dryers, the Maytag D21 lets you fit 
twice as many dryers in the same space, enabling 
you to have a dryer for every washer, a conve- 
nience your tenants will like. 

Optimum Fabric Care 
Another thing they'll like is that the Maytag D21 
Dial-A-Fabric Dryer lets them set a scientifically 
programmed cycle for any dryable fabric—even 
wool and knits—just like famous Maytag Dial-A- 
Fabric Washers. 

Maytag Dependability 
Of course, you'll appreciate the dependability 
built into every rugged inch, plus easy mainte- 
nance made possible by complete up-front serv- 
ice access. Mail the card now for all the free facts. 
No postage needed. 


w] 
MAYIAG 


THE DEPENDABILITY PEOPLE 
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Two 
separate 
dryers 

in 

half 

the 


space 
of 
one 
large 
dryer. 


yas, Compared to regular 
)21 Dial-A-Fabric Dryer. 


THE MAYTAG COMPANY, NEWTON, IOWA 


New Maytag-equipped 
Home Style Laundry can 
give you more profit per 
square foot. 
It can cut your costs, while giving you 
a unique new kind of laundry room 
that lets tenants enjoy homelike at- 
mosphere and convenience. Every- 
thing's grouped in a functional cluster, 
like in a home laundry room. Com- 
pared to the usual laundry room, 
smaller space needed; smaller initial 
cost; lower operating cost; better re- 
turn on your investment. Get the full 
story of the Maytag-equipped Home 
Style Laundry now! 
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TUT LA 


Flush-type garage door, "Therm-O- 
Air" (above and left), is assembled 
from extruded aluminum framing 
and blow-molded polyethylene 
panels. Double-walled panels with 
134" captive air space provide ther- 
mal and sound insulation, are im- 
pact resistant and never need paint- 
ing. Choice of 3'- or 4'-long panels 
makes a variety of door sizes possi- 
ble. General Aluminum, Montgom- 
ery, Ill. CIRCLE 237 ON READER SER- 
VICE CARD 


Decorative door panels of high den- 
sity urethane (left) are easy to apply 
to wood or metal. Designed for use 
on 2'8" or 3' doors, one-piece panels 


will not rot or split. Nine designs are 
offered. Ottawa Door Lights, Zee- 
land, Mich. CIRCLE 238 ON READER 
SERVICE CARD 


Thermal-break glass patio door fea- 
tures heat exchange barrier and 
wool-pile sealing to prevent air [y 


etration. Door with two or three 
panels is fully reversible for left or 
right hand installation. Capitol, Me- 
chanicsburg, Pa. CIRCLE 239 ON 
READER SERVICE CARD 


Traditionally styled door, "Aristo- 


crat" (above), has crossbuck panel 


n and scalloped frame insert 
Durable pine door is manufactured 


desi 


with frame joint construction using 
**" hardwood dowels. Phenix, Sha 
Wis. CIRCLE 241 ON READER 
SERVICE CARD 


wano 


Vented greenhouse window is a per- 
manent, aluminum-frame unit with 
adjustable metal mesh shelves 
Eleven standard sizes with baked-on 
white or bronze finish are available. 
Alenco, Bryan, Tex 


READER SERVICE CARD 


CIRCLE 242 ON 


Casement windows with insulating 
glass come in a wide range of stan 
dard assembled units. Wood frame is 
preservative treated and exterio 
parts are factory primed. Malta, 
Malta, Ohio. CIRCLE 240 ON READER 
SERVICE CARD 


menam dmt 4 


Contemporary-style door, "Splen 
Dor," features accent strips ir 
chrome or brass. Prefinished flush 
wood door is offered in choice o 
white, black or walnut. J. Zeluck, 
Brooklyn, N.Y. CIRCLE 243 ON 
READER SERVICE CARD 


Polystyrene foam door frame ac 
cepts finishing well. Material wil 
not warp or rot. Jambs and header arg 
made in two interlocking pieces thag 
adjust to door opening 
widths. Impact resistance is high] 
Steves, San Antonio, Tex. CIRCL 
244 ON READER SERVICE CARD 


various 
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“When you face the ocean, 
you face paint problems. 
So we use Glidden Ceiling 
Texture and Glid-lex’” 


TOM LYONS, Owner, Ocean Beach Holiday Inn*, 39th Street, Virginia Beach, Virginia. \ 


When Tom Lyons decided to expand about paint than anyone in this area. 
his ocean-front Holiday Inn®, he wanted the “We figure we saved at least 200% 
old section to match the new. Glid-Tex did compared to stucco.” 
the job outside, and Glidden Ceiling Texture You don't have to face the ocean to 
did the job inside. profit by using Glid-Tex and Ceiling Texture. 
"We'd already used these two Glidden Just face facts. 
textured finishes and we know the smooth, Ask your Glidden representative for 
long-lasting cover up performance (d complete data, or write. 
give. We've used stucco, too, so we know - 
Glid-Tex and Ceiling Texture outlast stucco Blidden 
by at least five times. 
"We not only got one-coat hiding that E. BLIDDEN COATINGS & RESINS 
lasts, we also got the service of Glidden's ARCHITECTURAL & MAINTENANCE 
man in Virginia Beach. He knows more SCM CORPORATION, CLEVELAND, OHIO 44115 
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Plywood Cost Cutters for 
Commercial 


e tion 


Plywood Cost Cutters for 
Commercial Construction. 
Sixteen specific ways to cut the 
fat out of building. Bonded 
roofs, pre-framed walls, 
acoustical floors. And other 
plywood money-saving tactics 
for 1976. 


lep. PLYWOOD FOR FLOORS 


Plywood for Floors. All the 
floor systems in one place. 
New span tables for glued 
floors. New ideas like plywood 
and foam. New information on 
heavy-duty floors. New 
specifications 


rcle Service No. 489 


Here's the All-Weather Wood Foundation System 


Here’s the All-Weather Wood 
Foundation System. Build 
seven times faster than 
concrete block and $300 
cheaper. In rain, snow or 
sunshine. The responses are 
pouring in. *‘I installed it in 12 
hours." **No leaks.” 


e Service No. 486 


e PLYWOOD SHEATHING 
FOR WALLS AND ROOFS 


pe 


Plywood Sheathing for Walls 
and Roofs. Use %-inch 
plywood instead of !4-inch for 
roofs. That's the kind of cost 
cutter you'll find in this 12-page 
booklet on roof decking, pre- 
framed roof panels, diaphragm 
construction and more. 


e Cost CUTTer 


APA Glued Floor System. How 
it works. How it saves on 
call-backs. How it adds 
stiffness. How the new span 
tables make it more efficient. 
One builder saves $10,000 a 
year in no call-backs. 


Joint Details for Exterior 
Plywood Wall Systems. A 
poster that shows 39 details on 
how to handle plywood joints. 
Window treatment. Corner. 
Vertical. Horizontal. All using 
conventional materials. 

rcle S No. 491 


Softwood Plywood for Interiors. 
Thirty-eight full-color ways to 
use textured plywood inside. 
Grooved plywood that looks 
better than boards. A Medium 
Density Overlay Plywood 
wall. A rough-sawn Textured 
1-11 bathroom. 


(Circle Service No. 493 


Plywood Construction and 
Noise Control. The basic facts 
and solutions on noise. Sound 
transmission levels. Acoustical 
lab testing. Ratings for floors 
and walls. Field tests. The 


Mod 24 Building Guide. Tells 
how to use plywood over 
lumber framing, spaced on a 
24-inch module, and save $200 
a house. Less labor. Less 
materials. Less money. And 
plenty of proof. 


= 


era 1 
Plywood Commercial/Industrial 
Construction Guide. The big 
volume for plywood systems. 
Fifty-five pages on plywood 
roofs, walls, floors, fire- 
resistant construction and 
finishing. Also up-to-date 
specifications guide. 


Circle Service No. 488) 


e PLYWOOD SIDING 


Plywood Siding. A full-color, 
16-page book on mostly 
multifamily and commercial 
siding examples. Also color 
closeups of different plywood 
features. And a good section 
on finishing. 


rcle Service No. 492) 


^ 

[^ 

Construction for Fire 
Protection. A 32-page guide to 
wood/plywood systems that 
meet code and insurance 
requirements. Explains the 
code picture in a nutshell. And 
insurance ratings. Loaded with 


benefits. 
(Circle Service No. 496) 


For a quick reply from APA: 


"ca ac mma aac 
“h 
I'm already cutting costs, but please 
send me the following free books to > — 
s : ’ — — e EN * 
see if I've missed any tricks. . A 2 
Tya 


Plywood Cost Cutters for 
Commercial Construction. 


Here’s the All-Weather 
Wood Foundation System. 


APA Glued Floor System. 


Plywood Commercial/ 
Industrial Construction 
Guide. 


Plywood for Floors. 


Plywood Sheathing for Walls 
and Roofs. 


American Plywood Association 


Joint Details for Exterior Department H-056 
Plywood Wall Systems. Tacoma, Washington 98401 
Plywood Siding. Name 
Softwood Plywood for Company = 
Interiors. 
Address : —— 
Plywood Construction and 
Noise Control. City - 
Mod 24 Building Guide. State : Zip 2 


HO O Ge CDL] cD L| 


Construction for Fire v — 
Protection. AMERICAN PLYWOOD ASSOCIATION 


r 
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Surface electrical raceway system 
provides for outlets wherever they 
are wanted without in-the-wall wir 
ing. Made of Geon vinyl, raceway 
can be fastened to any type of con 
struction material. Johnson Rubber 
Middlefield, Ohio 245 ON 
READER SERVICE CARD 


CIRCLE 


Group metering facility accommo- 
dates up to six meter/breaker posi- 
tions in a single box. The enclosure 
contains a 600-amp main bus. Indi 
vidual sockets are rated 125, 150 and 
200 amps. Anchor Electric, Man- 


chester, N.H. CIRCLE 246 ON READER 
SERVICE CARD 


PRODUCIS/ELEC 1 KIC AL 


Mid-way™ wallplates designed to 
cover larger outlet boxes are an in- 
between size. They can also be used 
to mark installation mistakes. U.L.- 
listed wallplates come in all popu- 
lar configurations. Leviton, Little 
Neck, N.Y. CIRCLE 247 ON READER 
SERVICE CARD 


Ceiling boxes for light fixture instal- 
lation are constructed of high-im- 
pact Noryl thermoplastic. Units 
have Quick-Click® features and stee. 
fixture-mounting inserts that lock 
onto mounting The 4" 
round boxes come in nail-on, J- 
bracket and bar-hanger models. 
Slater, Glen Cove, N.Y. CIRCLE 249 
ON READER SERVICE CARD 


One-piece conduit connector pro- 
vides for quick, easy attachment of 
flexible conduits to junction boxes 
No tools, set screws or locknuts are 
required for installation. Heat- 
treated spring steel Tinnerman® con- 
nector is vibration absorbing and has 
a heavy zinc electroplate finish. 
Eaton, Cleveland, Ohio. CIRCLE 248 
ON READER SERVICE CARD 


screws 


Small emergency power system pro- 
vides electricity during power out- 
ages. System includes a generator 
set that produces 4000 watts of AC 
current and a transfer panel to chan- 
nel the electrical load. A fiber glass 
available. Kohler 
Kohler, Wis. CIRCLE 250 ON READER 
SERVICE CARD 


enclosure is 


Voltage detector utilizes a light- 
emitting diode to indicate the pres- 
ence of from 2 to 220 volts AC and 
up to 24 volts DC. Unit can be used 
in a standard receptacle outlet to 
check wiring conditions. Amp, Val- 
ley Forge, Pa. CIRCLE 251 ON READER 
SERVICE CARD 
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“Sure, KitchenAid dishwashers help sell my homes. 
Over and over and over again: 


In Elkhart, Indiana, Letherman Real Estate 
does a big business in land development and the sale 
and resale of homes. 

And that makes KitchenAid dishwashers doubly 
important to John Letherman who says, “The dura- 
bility of top-quality products is the most important 
single factor in resales. The KitchenAid dishwasher 
meets that requirement.” 

“Of course, KitchenAid is equally important in 
helping sell the new homes we're having built in our 
subdivisions. We are concentrating on energy efficient 
building methods in our Letherman ‘ Energy House,’ 


KitchenAid. 


Dishwashers 


ME 
Mr 


People say it's the best. 


Trash Compactors - Disposers - Hot-water Dispensers CIRCLE 


and the KitchenAid energy saving features really fit 
in well." 

“Maybe what I appreciate the most, from a 
selfish standpoint," continued Mr. Letherman, “is 
KitchenAid's reliability. In three years, I've never had 
acallback with KitchenAid." 

Let quality-built KitchenAid dishwashers help 
make your homes easier to sell, and eliminate annoy- 
ing service complaints. Call your KitchenAid distrib- 
utor today. He'll tell you about his builder plan. Or 
write KitchenAid Division, Department 6DS-5, 
Hobart Corporation, 'Troy, Ohio 45374. 
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PRODUCTS/INTERIOR EIN VIRUINivini a 


Compact oil-burning furnace is less 
than 44" high and can be installed in 
a closet or utility room. One of 26 


units in the "Greenbrier" line, the 


lo-boy model comes assembled or 


| unassembled. Friedrich, San An- 
tonio, Tex. CIRCLE 252 ON READER 
SERVICE CARD 
Direct-vent wall furnace (left 


occupies less than 1 sq. ft. of floor 
space yet offers 40,000 or 65,000 Btu 


capacity. “DV” series units measure 


14" wide, 124%” high and 77" deep 
Wall thermostat is included 
pire, St. Louis. CIRCLE 253 


READER SERVICE CARD 


EN 


Packaged terminal air conditioner, "Series SC," features low noise lev 
high energy-efficiency ratio. Unit with low silhouette is available with op- 
tions including a duct kit, remote control and night set-back control. TPI 


Johnson City, Tex. CIRCLE 254 ON READER SERVICE CARD 


\ 


\ 


SSNNNNNW 


Indoor/outdoor condensing unit line| 
includes models for high-, medium- 
and low-temperature applications 
Compact, 


easy-to-service units 


come with semi-hermetic or her- 
metic compressors and quiet, low- 
speed fan Brea, Calif. 


CIRCLE 255 ON READER SERVICE CARD 


Russell 


Compact, high-capacity humidifier 
left) evaporates 20 gallons of mois- 
ture per day. Self-contained unit can 


be mounted on underside of hori 


zontal supply duct for forced-air 
heating system. Mueller Climatrol, 
N.Y 
READER SERVICE CARD 


Piscataway, CIRCLE 256 ON 


Packaged terminal air conditioner series, Zoneline II™, consists of 16 models 
offering cooling capacity ratings from 6,000 to 15,000 Btuh and electric heat 
from 2 to 5kw. Unit with two fan motors is shown in customized cabinet. 
G.E., Louisville, Ky. CIRCLE 257 ON READER SERVICE CARD 
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Put in a General Electric model 
with the features women really want. 


Your apartment house investment 
will pay bigger returns when the build- 
ing is fully tenanted. And one way that 
helps to get and keep tenants is to give 
them a refrigerator with the features 
they really want. The features that the 
ladies like are: No Frost, Larger Capacity 
and the Automatic Ice Maker. 

General Electric has three new 
models you can choose from to give your 
tenants 1, 2 or all 3 of these features. 

First, theres GE's TBF-14S, a 14.2 cu. 
ft. No Frost refrigerator/freezer. Both 
the freezer and fresh food sections are 
no-frost with separate temperature 


TBF-16S ug 


TBF-14S 


CIRCLE 113 ON READER SERVICE CARD 


controls for each section. 

Second is the TBF-16S which adds 
to the preceding features a larger capac- 
ity of 15.6 cu. ft. and a power saver 
switch to conserve energy. 

Third is the TBF-16A that adds the 
Automatic Ice Maker, along with the 
power saver switch. 

With each, comes General Electric 
Customer Care" service which 
means we have Factory Service 
Centers covering over 350 cities 
plus more than 5,000 franchised 
servicers across the country. Many of 
them are listed in the Yellow Pages. 


TBF-16A 
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Architectural convection heater 
line includes “Series ADB” draft 
barrier and "Series SH" sill-height 
convection heater. Units come in à 
range of finishes with choice of out- 
put levels and accessories. Emerson- 
Chromalox, St. Louis. CIRCLE 258 
ON READER SERVICE CARD 


Energy-saving gas furnace, "Air 
Command" (left), features direct- 
spark ignition. Unit without pilot 
light comes in 80,000, 105,000 and 
120,000 Btuh heating capacities 
with up to four tons of add-on cool- 
ing. Amana, Amana, lowa. CIRCLE 
259 ON READER SERVICE CARD 


Electro-hydronic boiler, "Electro- 
temp" (below) is safe for installa- 
tion in a totally enclosed and unven- 
tilated closet area. Mercury pool 
contactors are used for power cir 
cuits, reducing amount of mainte- 
nance. Slant/Fin, Greenvale, N.Y 
CIRCLE 260 ON READER SERVICE CARD 


Electric baseboard heater, Sun- 
dura™, is designed so that two or 
more units can be joined end-to-end 
for heating large areas. Easy-to-in- 
stall unit has beige finish. I-T-E, 
Spring House, Pa. CIRCLE 261 ON 
READER SERVICE CARD 


ma 


Hydronic heating console with 
semi-recessed design (below) pro- 
trudes only 342", High-capacity unit! 
has 16,000 Btuh output and ""Twin- 
Flo” transverse flow blower. Bea- 
con-Morris, Boston. CIRCLE 262 ON 
READER SERVICE CARD 


Ceiling-mounted air cleaner, "CF 
Mark III" (left), removes smoke and 
other impurities from the air. Elec- 
tronic unit features easy-to-remove 
filters that can be cleaned with de- 
tergent and hot water. Metal-Fab, 
Wichita, Kans. CIRCLE 263 ON 
READER SERVICE CARD, 


Flexible duct in 30’ length, "NOR- 
FLEX 30" (below), has a tough outer 
jacket of reinforced aluminum and a 
layer of fiber glass insulation. U.L.- 
listed duct also features zinc-coated 
steel helix bonded to interior liner. 
Norflex, Sherman Oaks, Calif. 
CIRCLE 264 ON READER SERVICE CARD 
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RAYNOR 
RANGER GARAGE DOOR 


Rough-Sawn Match-Mate 
For Your Rustic Style Homes 


The new Raynor Ranger 
garage door fills a 
long-felt need in 
garage door styling. 
With its authentic 
rough-sawn cedar look, 
the Ranger fits perfectly with 
today's popular designs in homes 
—homes with a natural, wide open 
spaces quality, homes that belong 
in a rustic setting. It's really a 
specially textured hardboard surface 
that can be stained any color desired, 
to blend or contrast with the color of 
the home. The Raynor Ranger has a 
great inside story, too, for underneath 
the rough-sawn paneling is a rigid 
honeycomb that provides a 


RAYNOR MANUFACTURING COMPANY RAYNOR 


CIRCLE 115 ON READER SERVICE CARD 


tremendous amount 
of strength while 
holding the weight 
down. All four door 
sections are a full 
one inch thick. The 
hardware is custom 
designed and 
manufactured in Raynor's tradition 
of offering a totally trouble-free 
garage door system. For your next 
home project, specify the door that 
matches and enhances your design. 
The Raynor Ranger, in one and two 
car sizes. We'll be happy to send you 
literature. 
Ask about our automatic operator for 
extra convenience and energy 
conservation to your home buyers. 


Dept. HH5, DIXON, ILLINOIS 61021 
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to help you recover lost ground in 1976: 


all-new marketing intelligence on 
the nation’s most active builders 


in the workbook that gives you ready contact with 3,000 
key executives at over 1,000 locations in all 50 states 


To recover lost ground in 1976, you need all the help you can get. The Blue Book of 
Major Homebuilders gives you all the help you need with all-new marketing 
intelligence on your best possible prospects, customers and clients 

The Blue Book tells you who they are, what they're building, where they're 
building, how they're building—and all you need to know to serve them best 

The new Major Builder Index pinpoints any major builders you're looking for 
The new State Selector guides you straight to any state for major builders you 
should be looking for. And page-by-page Market Tabs locate major builders you 
want to know in any City or Metro area. 

But names alone are not enough. The Blue Book gives you telephone numbers 
and addresses of key executives both at headquarters and branch offices 

Still not enough when you need to know what these important prospects are 
thinking and doing. That's why The Blue Book also fills you in on their construction 
methods areas of operation .. . type of organization single- and multi-family 
production in the last four years, plus plans for 1976 sales prices and rental 
ranges . . . participation in government housing programs other business 
activities and sources of income. Even more: their land requirements, money 
requirements and sources of financing 

With The Blue Book in your hands, you're now ready to talk business with the 
nation's most active builders. Contact! Call up, call on or write to these heavy users 
of building products, materials, services and equipment for a deal that helps both 
you and them to make up for lost ground in the past two years 

The Blue Book of Major Homebuilders is not a book to read. It's a workbook to 
use for profit. It's a nationwide research report organized and packaged to provide 
ready contact with some 3,000 key executives at 1,000 building locations in all 50 
states. It's the problem-solver you need to save wasted time and effort—no less 
aggravation—of trying to contact builders turned over and out by the disastrous 
upheaval of the past two years 

Your best bet is the National Edition offering a complete collection of all the 
major homebuilders possible to locate during many months of extensive, expensive 
research packaged for easy use. But if your interests focus on one or two regions, 
The Blue Book offers four regional editions to accommodate your need to know 
who's who and what's what 


1) NORTHEAST EDITION covering 12 states and D.C. Me., N.H., R.I., Vt 
Conn., Mass., N.J., N.Y., Pa., Del., Md., Va. and District of Columbia 

2) SOUTH EDITION covering 12 states. Texas, Okla., Ark., La., Ky., Tenn 
Miss., N.C., S.C., Ga., Ala. and Florida 

3) MIDWEST EDITION covering 13 states. Ohio, W.Va. Mich., Ind., Wisc., II., 
Minn., lowa, Mo., N.D., S.D., Neb. and Kansas 

4) WEST EDITION covering 13 states. Alaska, Hawaii, Cal., Wash., Oreg 
Idaho, Nev., Utah, Ariz., Mont., Wyo., Colo. and New Mexico 


There are well over 50 profitable wasy to use The Blue Book. But one good 
contact is all you need to repay your tax-deductible investment in the 1976 Blue 
Book of Major Homebuilders—now available through the order blank below 


[| YES! SHIP 1976 BLUE BOOK THE BLUE BOOK OF MAJOR HOMEBUILDERS” E 
H e AS INDICATED BELOW SIS DEFENSE LAGE WAY 
| CROFTON, MARYLAND 21113 || 
D Bill me O Bill firm 
| OPayment enclosed to save postage & shipping charge | 
a Enclosed is my check (or money order) for$ —  . National Edition (No. of copies i 
3 payable to CMR Associates, Inc. Book(s) to be Northeast Edition es [| 
i shipped prepaid with guarantee of full satisfac- Midwest Edit 3 
tion or 15-day full refund privilege on return of South Edition (No 
| Blue Book OWest Edition(No of copies 3 
i NAME TITLE i 
[| 
- FIRM - i , E Please Check One || 
© Builder D Architects 
| MORES ee lu E = © Manufacturer 3 Subcontractor [| 
AdAgency/Consultant © Realty I 
n CITY = * = Finance O Ind/Commercial 
i 3 Library a Government 3 
STATE m— — HÀ ZIP = Bid Matris Sales Distrib. © Other E 
I A TAX-DEDUCTIBLE BUSINESS EXPENSE HH-5/76 
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Tax-Deductil] 


50 good ways to 
use the Blue Book 
Building Product Suppliers 


Develop sales leads on key accounts 
Pre-qualify prospective customers 
Estimate quantities of products used 
Cross-check salesmen's accounts 

Increase the number of accounts by territory 
Target productive calls for salesmen 
Support regional sales managers 

Make public relations calls on builders 
Introduce new products and materials 
Select sample areas for market research 
Encourage dealers, distributors & salesmen 
Prepare direct mailings 

Survey product use 

Keep marketing managers informed 


Architects & Engineers 


Market your professional services 
Locate Blue Chip developers by city 
Evaluate the status of prospective clients 
Determine a builder's housing mix 


Builders & Contractors 


Demonstrate your standing in the industry 
Judge the performance of competitors 
Compare operations in your peer group 
Check the movement of key personnel 
Pinpoint activity in specific markets 

Spot trends in major Metro areas 

Acquire timely statistical market data 


Planners & Consultants 


Provide clients with timely marketing data 
Questionnaire key people in key firms 

Keep a finger on the Pulse of the market 

Make sound marketing and management decisions 
Detect market patterns and trends 

Save big money on your research budget 

Get comprehensive statistics unavailable elsewhere 


Realtors & Developers 


Select companies interested in development 
Locate joint venture partners 

Spot multi-family builders 

Locate potential land buyers in Metro areas 

Find successful builders for current projects 
Estimate land requirements by type of construction 
Contact potential clients for services 


Investors & Lenders 


Discover companies previously unknown 
Develop new target accounts for services 
Sell real estate to major builders 

Learn names of key executives 

Appraise company stength in the market 


Double-check names for credit purposes 
Measure market penetration 

Find acquisitions 

Judge strength of earnings & level of operations 
Implement bonding program for builders 

Isolate multi-family operations 

Define commercial/industrial activities 
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All other things being equal, it’s probably true 


All other things being equal. 

But before you award yourtitle insurance business 
to the fellow who's showing the most teeth, consider 
some other facts. For example: 

The primary risk that a title insurance company 
can assume without asking other title insurers to share 


Is “friendly” 
really the key word 
in title insurance? 


that any service sells better when accompanied by a smile. 


in the project is a good indication of that firm’s strength. 


g 
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On major projects it can turn out to be a direct benefit to 
the insured— both in time and cost. But even if your 
property is nowhere near the maximum figure, primary 
strength is still a good criterion in seeking the most re- 
liable firm. 

Simple fact: The financial strength of the Ticor 
Title Insurers allows us to assume greater dollar risks 
without going to third parties than any other title insur- 
ance firm. 
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TITLE GUARANTEE-NEW YORK 
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LITERATURE 


Arehabilitation handbook tells how 
to appraise and restore or remodel 
old wood-frame houses. A guide to 
systematic inspection discusses 
foundations, framing, plumbing and 
heating systems. The handbook pro- 
vides instruction on reconditioning 
the structure of a house. Topics 
range from repairing a foundation to 
adding a roof overhang. Diagrams of 
framing details are included. The 
layout of an old house often doesn’t 
meet today’s requirements, so the 
handbook shows how baths, closets, 
etc. can be added and how traffic cir- 
culation can be improved. New Life 
for Old Dwellings is available from 
the U.S. Government Printing Of- 
fice, Washington, D.C. 20402 for 
$1.70. 


Ceramic tile installation handbook 
is a comprehensive guide to materi- 
als and methods. Mortars and adhe- 
sives for setting ceramic tile are de- 
scribed. Grouts to meet the require- 
ments of different kinds of tile and 
types of exposures are also cata- 
loged. A specification guide is in- 
cluded. The remainder of the 28- 
page booklet describes installation 
methods for interior and exterior 
floors and walls, bathrooms, swim- 
ming pools and countertops. Proce- 
dures for various backing/mortar 
combinations are outlined, materi- 


als needed are listed and specs are 
given. Tile Council of America, 
Princeton, N.J]. CIRCLE 302 ON 
READER SERVICE CARD 


Lighting catalog covers traditional 
and contemporary styles for any res- 
idential application. Crystal chan- 
deliers, bath and vanity lights, track 
lighting and outdoor lanterns are 
among the products shown in 160 
full color pages. Accessories de- 
scribed include an extender kit for 
installing chain-hung fixtures in 
high-ceilinged rooms and a line of 
decorator bulbs. Catalog is available 
for $1.00 from Progress Lighting, 
Box 12701, Philadelphia, Pa. 19134 


Hardboard siding line is presented in 
a 24-page brochure. Full-color pho- 
tographs show the variety of siding 
styles and finishes available. In- 
cluded are horizontal and vertical 
treatments, smooth and textured 
surfaces. Application instructions 
are illustrated by diagrams. Specifi- 
cation data is given. Masonite, Chi- 
cago. CIRCLE 301 ON READER SERVICE 
CARD 


Sports equipment catalog includes 
basketball backstops, tennis sup- 
plies, swings, slides and “Super 
Trac”, playground apparatus that 
encourages the motor development 


of young children. The 16-page pub- 
lication pictures each piece of equip- 
ment described. Other information 
covered: construction and 
ground area needed for use. Sports- 
Play Products, Long Island City, 
N.Y. CIRCLE 300 ON READER SERVICE 
CARD 


size, 


Fire-retardant wood treatments are 
described in 16 pages. The brochure 
uses a question-and-answer format 
to present information about the 
wood treatments, testing and fire-re 
sistance ratings, effect on insurance 
rates, cost and specification. Typical 
questions: Are fire-retardant treat- 
ments durable? What finishes can be 
applied to fire-retardant treated 
wood? What are some typical uses of 
fire-retardant treated wood? Kop- 
pers, Pittsburgh. crrcLe 303 
READER SERVICE CARD 
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Keeping down wood framing costs is 
the subject of six booklets published 
by the National Forest Products 
Assn 

Four of the booklets explain how 
to use standard-sized lumber and 
panel products most efficiently. Sug- 
gestions include 

€ Design homes to 24', 28’ or 32' 
depths so joist lengths required 
match joist lengths available 

* Take advantage of the full capa- 


bility of lumber joists. (Four pages of 
tables help identify the most effi- 
cient combination of joist size and 
grade for 20' to 32' house depths.) 

e Plan wall openings to coincide 
with standard modular stud spacing. 

Comparative cost tables show po- 
tential savings—6% to 8% of joist 
framing costs, up to 25% of wall 
framing costs—if these and other 


steps are taken. 

An all-weather wood foundation 
and an energy-saving wood-frame 
house are described in the other two 
booklets. Using the wood founda- 
tion will help the builder cut costs, 
say the authors, and the energy saver 
will be a merchandising aid. 

The booklets are available for 25e 
each from the Technical Services 
Division, National Forest Products 
Assn. 1619 Massachusetts Ave. 
N.W., Washington, D.C. 20036. 


Home-improvement products cata- 
log features fireplaces, waterfalls, 
range and decorative wall 
panels. The 44-page catalog briefly 
describes each item and gives di- 
mensions. Full-color photographs 
show actual installations of gas, 
electric and woodburning fireplaces. 
Freestanding, wall-hung and built- 
in models are shown. Dyna, Lyn- 
wood, Calif. CIRCLE 304 ON READER 
SERVICE CARD 


hoods 


CONTRACTORS # 


REHABILITATION SPECIALISTS 


ARCHITECTS =" 


HOUSING OFFICIALS 


= PROPERTY MANAGERS 


The hinge 
Here is the Most Helpful, Easy-to-Use | th t inii: 


Remodeling Aid YOU WILL EVER FIND 


VOL. 1 VOL. 2 
FIELD MANUAL MANAGER'S MANUAL 
Includes the famous Labor Costs 


Materials Costs 
Total Job Costs 


SPEEDY RECKONER 


HOME-TECH Sales Prices for 
ESTIMATOR ADDITIONS, PORCHES, Sales Prices | 
REC ROOMS, DORMERS, Everything from PLANS | 
z CARPORTS, GARAGES, to CLEAN-UP 


un KITCHENS and BATHS 


Plus Hundreds of Extras! 
19.08 


PLUS the complete 
SPEEDY RECKONER 


No more worry — these manuals enable you to estimate | 
complete jobs in minutes. They have been used by thousands 
of contractors, architects and housing officials around the 
country for the past nine years and are acknowledged to be | 
the best authority on home improvement and remodeling | 
costs obtainable anywhere 


HOME-TECHESTIMATOR the LOCAL AREA COST MODIFICATION INDEX, with 

à item by item quarterly up-dating and keyed to YOUR OWN 

* With Local Area Cost Modification Index AREA, assures accurateestimates in any part of the United 
1976 States at any time of the year. | 


11th ANNUAL EDITION 
am Se eee ees ee ee ee ee ee ee ee cm 


HOME-TECH PUBLICATIONS 
* 7315 Wisconsin Avenue. Bethesda, Md. 20014 


i 10-day FREE Trial! 


NOW YOU SEE IT NOW YOU DON'T 


adig P HOME-TECH 
© SAVINGS! Send payment with your order and we pay all postage 
and packing costs. 


Consolidated, Inc., P.O. 
Box 8200, Detroit, Mich. 
48213. 


PUBLICATIONS 
7215 WISCONSIN AVENUE 


Full refund privileges guaranteed. 
4 BETHESDA, MD. 20014 


| Send me for 10 days on approval the volume(s) checked below: ! ON 

l 2 ae 8 Ral a Rapa ls ere Ci | Soper The Soss Invisibles—for a custom look for any room! These amaz 

i Both Volumes at 20% discount ... .«.« «eee acio oinnia aia aiat sess $26.62 i MO day iem inn, hinges hide when closed, eliminating unsightly gaps, hinges, d 
send in just $26.62 door jambs. They're the perfect hidden touch for doors, doorwa 

| Name (print) : ! Roig sang | storage cabinets, built-in bars, stereos, and TV’s. Specify the S 

| ee, l volumes iiti | invisibles wherever looks matter. See listing in Sweet's or write 

I i gation | catalog: Soss Manufactur- 

| BAN SEIERE I sass State Pc: ing Co., Division of SOS the 9, 

L 


lavisilole 
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That Whirlpool man 


understands my 


plans as 


well as his spec sheets!” 


A Whirlpool builder territory manager knows 
the intricacies and the problems of the building 
business. He understands tight schedules and 
the all-important bottom line. 

He doesn't treat appliances as "just another 
item." He considers how they fit the whole, 
and how his product features, dimensions and 
installation requirements fit your particular 
needs. 

That's because he’s gone through one of 
the most extensive and intensive training 
programs in the business. The Whirlpool 
Builder Seminars, conducted through the 
facilities of the Whirlpool Educational Center, 
get down to the basics of the builder business. 

These managers partic- 
ipate in training programs 
to get practical informa- 


Ask about 
Help where it counts 


tion on things like marketing trends. . . builder 
financing, merchandising, kitchen planning 
and other builder problems. And then they 
get complete briefing on the full line of quality 
Whirlpool builder appliances and after-the- 
sale services like COOL-LINE* Service and 
TECH-CARE® Service, which can be important 
to a builder. 

The result: You get a lot more than an 
appliance salesman. You get a man who can 
understand what your needs are .. . and works 
with you in meeting them. 

A call to your Whirlpool Distributor is all it 
takes to get one of these trained professionals 
at your shoulder. And rest assured, he will 
fit his schedule to yours. 
After all, he knows what 
it's like to be a builder. 


Whirlpool Distributor pre-sale 
and post-sale services 


<=> 
Whirlpool 


We believe quality can be beautiful 
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CORPORATION 


A-L Alcoa Building Products, 
" s f egg 38C, 38E GHW tse n " 
3 fi f f Fuller & Smith & Ross Kitchen Kompact, Inc. Cov. 1 
Á 7 | 23 Frank-Thomas Adv., Inc 
| : 5 tes, Inc Logan Company ...38B 
American Enka Corp. 3942 Buchen/Reincke, Inc 
A-I-L American Plywood Assn. .. 108, 109 McGraw-Hill Book Co. ..........50) 
Cole & Weber, Inc Marcy Gym Equipment Co. 4 
A-L Andersen Corp. 6,7 Scholl & Company 
II-Mitk Inc A-L-D Masonite Corp. 3 
A-L looring Products .. Cov. III Kubiak Carpenter & Assoc., Inc 
Advertising Maytag Co., The 102-105 
| B * Leo Burnett Co., Inc 
NA MEI CU 38 A Metalbestos Systems, Wallace 
| ene Murray Corp. 50! 
| Blue ics : 116 p Bed Associates 
| Frances J. Lit : 
Frances J. Litz A Moe Stanadyne] 10, 11 
| A-L Boise Cascade Building PDA ripped 
d | ee ard d 26,27 Mortgage Corporation of the 
A 1 A it Young, White & Roehr, Inc South 84A 
ing roofs, nothing matches the Bostitch 38D RR 
N C rowbr. Case & Bas 
ty of handsplit cedar/shakes. | ford, 1 Noland Company 120 
4 | Clinton E. Frank, Inc.-Richmond 
Shakertown Panels, you can put | 31 
js i & Mitten, Inc 
t shakes up 8 feet at/a time. | 82 of Scovill 
és : wees E a = The Media Group, Inc 
7 See. for yourself, Write. for our Caloric Corp. E e 
Coordinated Communication, Inc Olympic Stain Co. 
free’ brochure. | A Canam Hambro 98 
| L 93 Ogilvy & Mather, Inc 
| 
| 30 A-I-L PPG Industires 81 
| J. Walter Thompson Ketchum, MacLeod & Grove 
Chrysler Corp. /Dodge Truck .....95 Panel Clip 84B-84C] 
B n, Durstine & Os Yaffe Stone August, Inc 
| Paslode Co. 18] 


Clark Equipment Co. 38A Marsteller Inc 
| Marsteller, Ir A-L-D Potlatch Corp. 38H] 
à Classified 96 Ayer Jorgensen MacDonald 
Í i "E 1 1 Diamond Industries 84A 
2 k Morton Advertising, Inc 


t } isz/Ker 
Ed Fountain Lumber Co. 84D A-I Raynor Mfg. Co. 
ertown neis Reyr er & Asso The Fanning Adv. Agency 
Edison E Insitute ....50A-50D San Valle Tile Kilns 


P.O. Box 400 H, Winlock, WA 98596 Charles E. Root, In Weinberg Advertiting Có 
A-L 45 A-L Schlage Lock Co. 
In Canada: Bestwood Industries, Ltd., Box 2042, Vancouver, B.C. V6B 3R6 bx Martin Adv 
Seminar 
A-I-L-D GAF Corp. (Bldg. Products Div.) ..13 Face to Face Selling 84E-84H 
CIRCLE 80 ON READER SERVICE CARD Daniel & C A td 4 "A 84C-84F 
SSS ——— ———— —————— - A-L General Electri 113 Time-Sharing 84C-84F 
ng & Rubicam International A-L Shakertown Corp. 120) 


Solkover, Davidge & Jenkins, Inc 


These inexpensive little devices General Products C86 Some Go 


Cabell Eanes, Inc 


can save you hundreds of dollars "^ 7——— 7^ dico e 


Glidden 107 
Meldrum & Fewsmith, 


Temple Industires 


Ritchie, Hops 
They cut water flow | Home Tech Publications 118 Thomas Indust 
6, I Magazine Marketing, Inc Doe-Anderson / 
50% or more in House & Home ........ 84B Agency, li 
showers and faucets. Housing Demand Reports 47-50 Ticor 
3 3 Gumpertz/Be 
International Paper Co. etal S 
The Noland SFC-3 Long-Bell Di 25 gcn 


Gerber Adi 


gency 


Shower Flow Control re- 


A-L-D U.S. Plywood 


duces the flow of water gira rite a Grey Adv., Inc 
igh a showerhead to Kingsberry Homes 101 Valley Faucet 


r, Neal, Battle & Carpenter & Assoc 


pximately 3 gallons 
minute in most 
erheads . . . half of 
gallons or more per 
e usually consumed. 
s a substantial sav- TT 

hen you add up the Actual Size | Advertising Sales Staff 


Weslock Company 
L Kinkead Industries, Inc. 14, 15 Reeds and Farris 
Subsidiary of United States Gypsum A-L Whirlpool Corp. 
"bert-Netedu Mktg. Srvs 
Williamson Company 
Baer, Kemble & Spicer, Inc 


ber of shower instal- x Pseud BOSTON 02116 CHICAGO 60611 CLEVELAND 44113 
i Glen Dougherty Matthew T Resesk harles M. C Milton H. Hall, ] 
hs, the number of showers taken per day and | iirspeachtreest McCraw BiltBIdg. vii. See 
ply by the number of days used per year. | (404)892-2868 607 Boylston S MSN. Michigan Ave. (216)781-7000 

617) 262-1106 312 370€ 


Noland LN-3 Lavatory and Sink Faucet Flow Con- 

ives you the same great results in bathroom or | DENVER 80203 — DETRO! HOUSTON 77002 LOS ANGELES90010 
. n Wilhar McAtec John Strong Donald Hanso! 

n faucets. And remember—by consuming less | Dave Watson 1400 Fisher Bldg. Dresser Tower 3200 Wilshire Blvd 

ater, you re saving on fuel costs too. 123 Speer Blvd., #400 |313]873-7410 801 Jefferson Street South Tower 


303)837-1010 713) 224-8381 (213) 487-1160 


NEW YORK 10020 PHILADELPHIA 19102 
Matthew T. Reseska RaymondL. Kammer 
1221 Avenue of ) 

| = mo Pre-filed catalogs of the manufacturers listed abo 

| (212) 997-6925 are available in the Sweet's Catalog File as follows 


A Architectural File (green) 
I Industrial Construction File (blu 
L Light Construction File [yellow | 
D Interior Design File (black) 


er information: Noland Company 
ntrol Products Division, Dept.C 
wisk Boulevard, 
N's, VA 23607 


SAN FRANCISCO 94111 
Stephen D. Blacker 
| 2 Gateway Center 425 Battery Street 


| (412) 391-1314 415] 362-4600 


NOLAND 
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Build more house for the money. . 
With floors of Azrock Arlington. ' 


1 flooring. Like new Arlington by Azrock. Derived 


"L 
M AZRO- 


ce any decor from colonial to contemporary. And Arlington 
:ouse for the money. Because like all Azrock vinyl asbestos tile, 
ver wood subfloors or directly on concrete slab. The deeply 

ies in the subfloor. You can even install i the vinyl 
ver you build — the basic house, custom @ wA asbestos 
V ction or remodeling, Arlington helps you sell more b A floor tile 

money. 12"x12" tiles, 1/16" gauge. Your Azrock flooring contractor can specialist: 


naton today 


r samples and more information, write Azrock Floor Products, Dept. 548B, P.O. Box 531, San Antonio, Texas 78292 
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Architect: Ronald E. Thompson A.L.A 


Nothing you can use enhances For detailed information about 
S and protects the natural oil or latex stains, consult 
^| appearance of wood more the 1976 Sweet's Catalog, 
4 beautifully than Olympic Stain. call their BUYLINE or for 
e That's why it's specified by samples on wood, write us on 


more architects than any other your letterhead. 
stain. With Olympic Stain you can 
depend on lasting protection 
against cracking, peeling or 
blistering. It's economical, too, 
because Olympic Stain 

requires no priming. 


@ ovmeic. 


Olympic Stain. 

A division of COMERCO, INC. $ 
Dept. S, 1148 N.W. Leary Way, 
Seattle, WA 98107 (206) 789-1000 
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